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Cone 


Copeland Doyle 
PLANNERS—J. C. (Larry) Doyle, general sales and marketing man- 
ager, and R. F. G. Copeland, assistant general sales manager, of 
Ford Motor Co.’s new special products division, talk with Fairfax 
Cone, president of Foote, Cone & Belding, Chicago, which will han- 
dle advertising for the new car that Ford is planning to produce. 


Foote, Cone Will [Norse Head Blasts 
: Automation Concepts 
Handle the New in Distribution Plans 
CHICAGO, | on 
Ford Car Account (sor sje coc cS tees 


Feb. 9—Judson S. 
| self-styled experts who have pro- 
~ DearsBorn, Micu., Feb. 9—jclaimed the necessity for automa- 
Foote, Cone & Belding has been tion in distribution. 
picked to handle advertising for| Speaking before the annual mid- 
the new car Ford Motor Co. is west conference of Associated 
preparing to produce, AA learned! Business Publications, Mr. Sayre 
today. |deplored the fact that the minds 
The announcement will be made| of some business men have been 
officially next Monday (Feb. 13) |captured by “so-called scientific 
by the special products division of concepts.” The concept of the 
Ford, which will produce the car. | “automated economy” completely 
Ford made the decision after| discounts the human factors in 
four months devoted to studying customer relations with dealers, 
more than 24 agencies. Ford had Mr. Sayre charged. 
originally invited 12 agencies to| “Our academic friends, who 
make presentations (AA, Oct. 17,/have a facility for words, have 
55), but three of the agencies re-| moved into the limelight and 
fused to bid, saying they were not/| charted for us a marketing pattern 
in a position to undertake an ac- for the future which regiments all 
count of this magnitude at this/ distribution into neat IBM com- 
time. Some 12 additional agencies,| partments, at the touch of a but- 
that were not originally invited, ton,” he said. 
also asked to make presentations. | 


@ Mr. Sayre also ripped into an 
= Early this year AA learned that | “expert” who proposed that a re- 
Ford had narrowed its choice to) frigerator be built to last only five 
Foote, Cone & Belding and Leo | years in order to increase con- 
Burnett Co. (AA, Jan. 9). sumer consumption. He also chided 

(Continued on Page 81) | (Continued on Page 177) 


Management Men Weigh Changeover 
toa ‘Marketing Approach’ to Industry 


U.S. Expects 
More Settlements 


in Anti-trust Suit 


WasHINcTOoN, Feb. 9—More con- 
| sent settlements may be coming in 
|the government’s anti-trust case 
|against five publisher associations. 

A consent decree filed last week 
eliminated the American Assn. of 
Advertising Agencies from the 
case. 

This week, there were reports 
here that at least one of the pub- 
lisher groups is also sounding out 
the Department of Justice on a} 
settlement. 

While they would not indicate] 
the identity of the association, re- 
liable sources said they have been 
led to believe that one of the as- 
sociations intends to submit a pro- 
posal for a settlement. 

Justice officials say the area for 
negotiation was considerably nar- 
rowed once the decree was signed 
with Four A’s. 

“If we gave any of the other 
associations a more liberal settle- 
ment than we gave Four A’s,” it 
was explained, “we would be in 
a very bad situation. It certainly 
would not be fair to Four A’s.” 


® Justice officials indicated most 
of the negotiating would center on 
sections of Part IV of the Four A’s 
consent decree which deal with 
the distribution of credit informa- 
tion. 

ADVERTISING AGE was told this 
week that most of the decree would 
have to be carried over verbatim. 
However, it was indicated that 
there was still some opportunity 
for discussion in regard to the ex- 
tent of activity which publisher as- 
sociations would be allowed in the 
distribution of credit information. 

On one extreme, the Justice De- 
partment could insist that the pub- 
lisher association discontinue any 
distribution of credit information. 
Since officials recognize that they 
probably could not get consent 
settlements on these terms, they 


(Continued on Page 80) 


Dancer-Fitzgerald 
Gets L&M Filter Tips 


| 
| 
| 
| 
| 


| 
| 


SPEECHLESS—The agency for 


Co., for whom 
this color page will appear in the 
April 19 issue of ——————-_ ap- 
parently has concluded that —— 
and his famous 
are so ineffable that they can sell 
through identification alone, 
sans copy. sans brand name. 


Cunningham & Walsh 
Will Continue to Handle 
L&M Plain, Chesterfield 


New York, Feb. 10—Liggett & 
Myers Tobacco Co. has appointed 
Dancer-Fitzgerald-Sample to han- 
dle its L&M filter brand. 

Cunningham & Walsh, which 
previously placed all the tobacco 
company’s advertising, will con- 
tinue to service Chesterfield cig- 
arets, Liggett & Myers institutional 


| advertising and all its other tobac- 


co products. 
There are about 60 active prod- 


jucts, but the important ones, as 


far as advertising is concerned, 
are Chesterfield and L&M filters. 

For weeks there have been re- 
ports that the entire Liggett & 
Myers account, which billed more 
than $15,000,000 last year, was 
leaving C&W. During this time 
L&M executives reportedly talked 
to a number of agencies, including 
Kenyon & Eckhardt, J. Walter 
Thompson Co. and McCann-Erick- 
son. In late January Lawrence W. 
Bruff, L&M’s ad manager, told AA 
he was open to new ideas to in- 

(Continued on Page 177) 


Off Again, on Again... 


Jacob's Ladder Cracks on Compton; 
Warwick & Legler Garners Ruppert 


New York, Feb. 9—Nothing is 
simple in the beer business any- 
more. 

Certainly not if it involves pick- 
ing an agency. 

This week Jacob Ruppert Inc. 
announced it had selected War- 
wick & Legler as its advertising 
agency. This concluded six weeks 
of agency selection, following Mil- 
ton Biow’s resignation and/or dis- 
missal from the account after the 


Last Minute News Flashes 


General Motors Revises Dealer Contracts 
Detroit, Feb. 10—General Motors Corp. today announced that new 


From Now on, Production 


|the average American household 
will have approximately $7,000 in 


Must Wait on Consumer annual spending power—after 


Wants, Says JWT’S Reed 


New York, Feb. 8—Marketing’s 


expanded role in company man- 
agement and in the economy was 
emphasized this week at a three- 


day conference of The American 


Management Assn. 
Some 1,000 management men 
heard a succession of speakers talk 


enthusiastically about the impli-| 


cations of the “marketing revolu- 
tion.” 
The keynote of the meeting was 


_ taxes. 

|# “Do you think we can attune 
ourselves to that kind of expand- 
,ing market?” he asked. 

Dr. Reed answered, “Yes,” pro- 
viding industry recognizes that it 
|must step up its advertising and 
| selling to stimulate consumer buy- 
ing. The standard of living does 
not increase automatically with an 
|increase in purchasing power, he 
warned. 

The JWT executive, an elder 


sounded by Vergil D. Reed, vp and | statesman of market research, said 
associate director of research, J.|the country is in for a period of 
Walter Thompson Co., who painted | fantastic growth. He pointed out 
a rosy vista of ever-increasing | that U. S. population has increased | 
consumer demand for new prod-|>by more than 15,800,000 since 
ucts. 1950, will pass the 167,000,000 


Dr. Reed predicted that by 1965 (Continued on Page 68) 


contracts to be offered to dealers on March 1 will call for appointment 
of an impartial umpire to adjudicate appeals by dealers from decisions 
of GM divisions. This umpire will supersede the dealer relations 
board of.tepeGM executives, which has come under dealers’ fire in 
recent months. The new contracts also will offer several other changes 
designed to improve relations between GM and its dealers. 


Four Agencies Pitching for Texas Co. Account 


New York, Feb. 10—Four or five agencies recently have pitched for 
the Texas Co. account. Discussions with agencies are not at all unusual 
for this advertiser, but in this case the company seems to be giving 
more than usual consideration to assigning the entire account—now 
divided among Kudner Agency, Cunningham & Walsh and Erwin, 
Wasey & Co.—to a single agency. If this move is decided on, it will 
not take place for several months. 


‘Robin Hood’ Sponsor Offers Sherwood Forest Trip 


NEw Brunswick, N. J., Feb,.10—Johnson & Johnson, co-sponsor of 
“The Adventures of Robin Hood” over CBS-TV, will offer 10 round 
trips to Sherwood Forest in one of the biggest contest promotions 
ever held in the drug industry. The jingle-completion contest kicks 
off in March with spreads in Life, Scholastic Magazines and The Sat- 
urday Evening Post. A total of 5,000 prizes worth $100,000 will be 
awarded. Young & Rubicam is the agency. 


(Additional News Flashes on Page 81) 


Biow-Beirn-Toigo agency had 
signed Schlitz. 

But the appointment of Warwick 
& Legler, a decision made Monday 
and announced Wednesday, had 
its bizarre aspects. For on the pre- 
ceding Friday, late in the after- 
noon, the brewer had awarded its 
$3,000,000 account to Compton Ad- 
vi 


® Compton executives were 
brought to the brewery, congratu- 
lated on getting the account, and 
bright plans were made for the 
future. The future was to begin 
promptly on Monday, with a press 
conference to announce the ap- 
pointment of the agency, a meet- 
ing between all agency depart- 
ment heads and brass of the brew- 
ery, and a tour of the brewery 
under the brewmaster’s aegis. 

None of this happened. Instead 
Compton got a telegram which 
cryptically informed the agency 
that (1) the brewer had decided 
to withhold its selection until a 
later date and (2) any selection 
of an agency which might have 
been indicated was now with- 
drawn. The telegram was filed 
Sunday night, and was signed by 
Kenneth Steinreich, exec vp of the 
brewery. 


® Some time late Monday after- 
noon a Ruppert official got around 
to calling Compton to tell the 
agency that a new agency appoint- 
ment had been made. 

Monday night telegrams were 


(Continued on Page 80) 
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Y&R Takes Two of Three Outdoor — 


Awards for Second Consecutive Year Y 


Cuicaco, Feb. 8—Young & Rubi- 
cam artists nabbed two of the top 
three awards in the 24th nation- 
al competition of outdoor advertis- 
ing art sponsored by the Art Di- 
rectors Club of Chicago, for the 
second year in a row. 

The third top award went to 
Needham, Louis & Brorby. 

In addition to the three grand 


Church Union Ad 
in New Rogue 
Irks Critics Anew 


medal awards, awards were given 


in 16 classifications. 


Pictures of the three top win-| 


ning posters ran in AA last week. 

Young & Rubicam took the first 
grand medal award for its 
“Bingo!” poster for Life Savers 


Corp. Artists were Ken Thompson | 
}and Morris Glickman and art di-| 


rector was Harlow Rockwell. A 
poster for Y&R’s client, Drake 
Bakeries, was awarded the second 
|grand medal. Artist 
Welch; art director was Art Seller. 


® The third grand medal award 
went to Needham, Louis & Brorby 
for a poster for Ken-L-Ration di- 
vision, Quaker Oats Co. Bundy 
(Continued on Page 79) 


New York, Feb. 8—Latest de-| Real Pro in Ad 


velopment in a long church con- 


troversy about a puzzle contest: Business Is Rare, 


concerns the appearance of a b&w 


page in a new magazine called Bedell Tells Adclub 


Rogue. 

Chief antagonists in the fight 
are the Rev. Charles Graf, rector 
of St. John’s in the Village, and 
the American Church Union. The 


ACU is sponsor of the contest to! 


raise $100,000. Keith Sutton is con- 
test promoter and S. Duane Lyon 
Inc. is the advertising agency. 
The ad in Rogue, assailed by 
Father Graf as appearing with such 
editorial “attractions” as “seduc- 


| Tucson, Feb. 7—Few members 
of the present generation of admen 
have ever had to work hard to 
make advertising work, Clyde 
Bedell, advertising consultant and 
ADVERTISING AGE columnist, told 
|the Tucson Advertising Club last 
week. 
“Some few of them have been 
ambitious and eager students of 
| advertising,” Mr. Bedell said. 


tion” and “school for strippers,”| “Some few of them have sought 
brought this reply from the ACU.| out the rich fruits of advertising 


* .. The use of this magazine 
as an advertising medium was an 
unauthorized and improper sub- 
stitution by the publisher without 
our knowledge or consent. Claim 
for refund is now being made. We 
regret that this took place.” 

According to a church magazine, 

(Continued on Page 64) 


|research. But most of them haven’t. 
Hence they cannot consistently 
convert white space into the pow- 
erful and dynamic force good ad- 
vertising is.” 

Store and newspaper manage- 
ments, he said, also are equally 
unaware of how much better ad- 

(Continued on Page 78) 


Advertisers, Not Space Salesmen, Should 
Evaluate Business Papers, Analysis Shows 


New York, Feb. 7—Few adver- 
tisers and agencies evaluate the 
editorial content of business papers 
for media selection, and few space 
salesmen are trained to interpret 
ecitorial content for advertisers 
and agencies, according to a study 
announced by Marsteller, Rickard, 
Gebhardt & Reed. 

The industrial agency disclosed 
Thursday at a press conference 
that its affiliate, Marsteller Re- 
search Inc., had conducted an 


editorial evaluation study of 101 | New York University 


publications in 19 industrial, mer- 
chandising and class categories, 
with the assistance of the Univer- 
sity of Illinois’ advertising and 
journalism departments and New 
York University’s marketing de- 
partment. 

Publications and classifications | 
will not be disclosed, William 
Marsteller, agency president, said. 

The study was conducted to 
determine the practicality of using 
a magazine's editorial content as a} 
supplement to media circulation | 
methods, analysis and other 
traditional yardsticks, he said. 
Publications surveyed have paid, 
controlled and combination paid- 
controlled circulations. 


® Approximately $22,000 was 


spent on the study last year, and 
$5,000 more will be spent to pre- 
pare summaries and reports, Mr. 


,the study reached on editorial 
|evaluation—with recommenda- 
|tions to space buyers, publishers 
'and associations—were these: 


|e Advertisers and agencies should 
| develop some degree of proficiency 
|in judging editorial content as well 
jas circulation figures. In a joint 
| statement, Dr. Charles H. Sandage, 
professor and chairman of the 
| department of advertising, Univer- 
sity of Illinois, and Dr. Lincoln 
Clark, professor of marketing, 
said the 
project is not intended to deflate 
the importance of circulation prac- 
tices and circulation audits in the 
selection of media for advertising 
(Continued on Page 65) 


was Jack) 


Marsteller said. MYERS B. (BUD) CATHER has beén ap-| 


The study analyzed major edi- 


pointed vp and account executive | 


paragraphs, news release handting, | advertising, Detroit. Mr. Cather 
editorial pages per fulltime editor | ,, ..4 recently was vp and co- 


and editorial policies and practices. - 
It was based on a journalistic) owner i ee eee ae a 
yardstick provided by the Univer-| tising Agency, Los Angeles. e| 
sity of Illinois’ department of succeeds Harry W. Frier, who has 
journalism. joined Ruthrauff & Ryan, Detroit, 


Among some general conclusions as an account executive. 


My 


| 
| 
| 
You can bee WINNER we 
es ete 
— | 


Gaareateed to put new tife in ony eagine 
OR YOUR MONEY BACK! 


FUN RIDE—Steve Allen, tv perform- 
er, is featured in this ad for Ris-| 
lone, an oil alloy produced by 
Shaler Co., Waupun, Wis. The) 
promotion also includes tv spots) 
on Mr. Allen’s “Tonight” show. 
Walker B. Sheriff, Chicago, is the 
agency. 


$1,000,000 Push Is 
Set by Shaler for 
Its Rislone Oil Alloy 


Waupwun, Wis., Feb. 8—Shaler 
Co. is stepping up its 1956 cam- 
paign for Rislone, an oil alloy, 
with a $1,000,000 advertising budg- 
et which will include its first ven- 
ture in network tv. 

Newspapers in 170 major market 
areas and trade publications also) 
will be used, plus a $30,000 con-| 
sumer contest offering station 
wagons, refrigerators, home freez- 
ers, color tv, portable radios and 
automatic washer-dryers. 


® Rislone will be promoted on | 
Steve Allen’s “Tonight” (NBC-)| 
TV) for a 26-week period, start- 
ing Feb. 23. Mr. Allen will be} 
featured as the Rislone spokesman | 
in tv spots and also will appear in| 
print ads and on point of sale dis- 
plays promoting the contest. 

Coordinated with the advertis-| 
ing program is Shaler’s fleet of 25) 
“rolling laboratory” trucks with! 
testing equipment designed to ed- 
ucate service station owners and 
their employes about the Rislone 
oil alloy. 

Walker B. Sheriff Inc., Chicago, 
is the agency. 


Automotive Tops 
Newspaper Ad — 
Linage in 1955 


New York, Feb. 7—If you think | 
you saw a lot of automotive ad-| 
vertising in newspapers last year, 
you’re right. The Bureau of Ad- 
vertising, ANPA, today reported 
automotive the top classification, 
with 275,425,931 lines—a gain of| 
34% over 1954, when automotive 
was also the leading classification. 

The figures were compiled for 


|the BofA by Media Records. Lin- 


age is for 110 Media Records cities. 

Within the auto bracket, the 
huge line gainers were gas and 
oils (up 205%) and new passenger 
cars (ahead some 59%). 


s While total national advertis- 
ing was showing a 12-month in- 


' crease of better than 13%, there 


were some soft spots. The grocery 
classification was up a mere 3.9%; 


|aleoholic beverages slid off by 


torial content, headlines and first! 5» the Dodge account for Grant ++ toilet requisites were down 


But plus listings abounded: Ag- 
riculture was up 27%, amuse- 
ments 32%, housing equipment 
and supplies 18%, transportation 
17% and wearing apparel 19%. 

The Bureau of Advertising was 

(Continued on Page 78) 


|they’ve cooked up a fancy name 


the deciding factor in the sale of 


Wittenberg Hits 
Motive Study as 
‘Light-Headed'’ 


Pabst Marketing Head 
Praises Premiums as 
‘Irresistible’ Aids 
Cuicaco, Feb. 7—O. Dean Wit-| 


tenberg, director of marketing of 
Pabst Brewing Co., today ripped 


into motivation researchers for in-| | 
| venting “ridiculous” reasons why | 


people buy merchandise. Premi-| 
ums that offer customers “that | 
extra something” are the greatest | 
motivation for buying ever dis-| 
covered, he said. 

Mr. Wittenberg unfurled his 
blast at a meeting of the Premium 
Industry Club, shortly after he 
was named a club director. 

“The psychologists have become 
the oracles of the business,” Mr. 
Wittenberg said. “Double-dome 
professors, and crystal gazers are 
probing the minds of buyers. They 
are attempting to prove that sales 
are controlled by the libido or that 
people buy merchandise because 


subconsciously they hate their 
fathers.” 
He continued: “Of course, 


to intrigue the ordinarily hard- 
headed business man with their 
light-headed fancy. They call their 
invasion of the advertising and 
merchandising field motivation re- 
search.” 


= Customers like premiums, and 
they like to get something for 
nothing, Mr. Wittenberg said. 
“There is ‘a little larceny in all of 
us,’ and the idea of getting some- 
thing for nothing—or, to put it 
more bluntly, to get a ‘steal’—has 
an irresistible buying appeal.” 
Premiums, in many cases, are 


two products of comparable value 
and quality, he said. Products that 
include premiums usually get bet- 
ter treatment in retail outlets, he 
added. 

“Advertising alone will not do 
the job,” Mr. Wittenberg said. “Ad- 
vertising is designed to bring the 
people to the product. Proper mer- 
chandising brings the product to 
the people. When advertising cre- 
ates this kind of potential and loses 
it because dealers do not follow 
through with reminder displays in 
their outlets, advertising becomes 
expensive and ineffective.” 


® Getting the “biggest pile” in re- 
tail stores is very important in the 
merchandising of products, Mr. 
Wittenberg said. Offering premi- 
ums is a good method of getting 
the product located in a choice 
spot. At least 35% of “hot spot” 
displays he had seen in the past 11 
weeks in stores throughout the 
country featured premium tie-ins 
at the point of sale, he said. 

He exhibited several premiums 
used in past promotions by Pabst. 
All were tremendous successes, he 
said, adding that the company is 
handicapped in ad and promotional 
campaigns because of varied state 
legal restrictions. 

Mr. Wittenberg told AA that 
Pabst plans to use a more in- 
tensive premium program this 
year, but he declined to say what 
premiums would be employed. 


Sylvania Promotes Grant 

Radio & Television division of 
|Sylvania Electric Products, Buf- 
'falo, has named Peter J. Grant 
_manager of sales management de- 
| velopment. Mr. Grant has been as- 
sociated with Sylvania for five) 
years, most recently as eastern re- 
gional sales manager for the divi- 
sion. 


ee BE Ee 


|good deal to say about his head- 


Advertising Age, February 13, tl 


3 How to Make A Woman Happy 


CHAPS’ CHAPEAUX?—Since the first 
female tossed out Papa’s fishing 
hat, women, Lee believes, have a 


gear. This April Esquire (out 

March 8) ad promotes the Lee 

hats for Easter. Vogue also is 
being used in the campaign. 


Lee Drive Aims 
to Sell Men’s 


Hats to Women 


New York, Feb. 7—Frank H. Lee 
Co. is “influencing the women who 
influence the sale” in its spring 
campaign for Lee hats—men’s hats, 
that is. 

In accordance with the new stra- 
tegy, there’s not a man to be seen 
in the ads. Instead, each full-color 
page shows four women, dressed 
for four different occasions. And 
each woman is proffering the Lee 
hat which is best suited to the oc- 
casion for which she is dressed. 

In another departure, the cam- 
paign was launched by a Valen- 
tine’s Day ad in the Feb. 1 Vogue 
—one of the few men’s hat ads 
ever to be run in those feminine 
pages. Headlined, “Give a man 
what he wants,” it maintains that 
the “average male wants to be 
well-dressed.” 


(Continued on Page 65) 


Variety Store Sales 
Reached $1.5 Billion 
Total in ‘55, Up 10% 


CuicaGco, Feb. 7—Many a smale 
maketh a grate—Chaucer. 

Members of the National Assn. 
of Variety Stores can readily tes- 
tify to this. Record sales of $1.5 
billion were rung up last year by 
1,100 association members across 
the U. S. 

Marvin E. Smith, managing di- 
rector of the association, told AA 
that sales are up 10% over 1954, 
when cash registers jingled for 
$1.36 billion. As a matter of rec- 
ord, sales by association members 
have increased yearly since 1947, 
he said. 


® The association does no insti- 
tutional advertising but associa- 
tion members advertise in local 
media—mostly newspapers, and 
some plan to use tv on a local 
basis, Mr. Smith said. 

A trend toward self service in 
the five and dime stores, which 
started about 1941, has been grow- 
ing, Mr. Smith said. About 75% 
of member stores have self service 
and have found it works efficient- 
ly, he said. 

Variety stores have lost some 
housewares business to supermar- 
kets in the past few years, Mr. 
Smith said. To combat this condi- 
tion, member stores have stocked 
other lines of merchandise to re- : 
place items that are not selling, he 
said. 
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im Beam Sets Up 
»1,000,000-Plus 
Sudget for 1956 


CuHIcaco, Feb. 8—James B. Beam 
distilling Co., which spent a record 
-850,000 on advertising last year, 
will cross the million-dollar mark 
n 1956. 

For the main part of the com- 
pany’s line—featuring Jim Beam 
ind Beam’s bottled-in-bond bour- 
bons—’56 plans call for expanded 

use of newspapers as the chief 
medium. In addition there will be 
a big increase in the use of out- 
door, with spectaculars and semi- 
spectaculars scheduled for most 
major markets. 

Also planned is a much bigger 
promotional boost for Beam’s 
three brands of vodka, manufac- 
tured by its Clear Spring Distill- 
ing Co. division. 


® Weiss & Geller is the agency for 
the above products, and for Ph. 
Boileaux brandy. For Beam Pin 
Bottle bourbon—which was 
switched last week to Cunningham 
& Walsh (AA, Feb. 6)—a similar 
advertising expansion is planned, 
with most of the investment sched- 
uled for magazines. 

In fact, Beam’s readiness to 
start “running” with Pin Bottle is 
cited as a factor in the appoint- 
ment of Cunningham & Walsh. Un- 
til recently, it was said, Beam has 
not had enough stock of its eight 
and ten-year-old line for effective 
national advertising. Another fac- 
tor is the present Pin Bottle pack- 
age design, which is said to have 
stimulated demand since its intro- 


duction about two years ago. 


| New and wonder 3-pan BUFFET TRAY slips nt ay drever. 
complete with 54 pe. seriice for 8 in (comma nilyy 
only *BD.75> “mse A full *2O Lest 


NOTHING LIKE IT—Oneida Ltd. Silversmiths will run 
this three-page gatefold in the April Ladies’ Home 


Journal to introduce Community’s 


‘55 Set Auto Sales 
Mark, Figures Show 


Detroit, Feb. 7—Final figures 


released by the Automobile Man-| 
ufacturers Assn. show that 1955) 


was an alltime record year for the 
industry. 
A total of 9,169,144 cars, trucks 


and buses were sold by U.S. plants | 


during the year, it was reported— 
more than a million over the old) 
record of 1950 and about 2,500,000 | 
more than in 1954. 


Included in the sales totals were | 


7,920,133 passenger cars, 1,244,988 
trucks and 4,023 buses. Exports 
totaled 447,032—4.9% of all sales 
—and included 254,336 cars and) 
192,696 trucks and buses. 


Top Hudson Dealer Switches to Ford; 


Nothing like it.. 
= Lalperiee™ icra 
(Tune ano oan 


Or you may prefer this 
truly magnificent new 
DLO CHEST 


agit Community 


i ee 


a 54-piece service complete with storage chest or, 
for $20 less, the same service with a “3-part buf- 


new sales plan: fet tray” instead of the chest. 


Oneida Lid. Switches to Women’s 


Magazines in ‘Prestige’ Silver Drive 


Onewa, N. Y., Feb. 7—1956| color. 
| seems to be the year for the big; This program will be in support 
|sales push by silverware manu-|of Oneida’s top selling line, Com- 
facturers. munity silverplate. Batten, Bar- 
AA reported two weeks ago on ton, Durstine & Osborn is the 
International Silver Co.’s plan to| agency. 
run an umprecedented 52-page| A separate schedule, on a small- 
schedule in Life this year (AA,|er scale, will be running for Heir- 
| Jan. 23). loom sterling, through J. Walter 
Oneida Ltd.,_ the industry's. Thompson Co. In recent years, 
second largest producer, also has Heirloom has been the second or 
a powerful ad program on tap this third largest selling sterling in the 
year. The century-old silverware) country. 
maker has, like International; Oneida, like the other manu- 
|Silver, revamped its marketing) facturers in the industry, makes a 
\strategy. While International is|full line of dinnerware, including 
moving into Life in a big way,|silverplate, sterling and stainless 
Oneida is moving out—and into) steel. Its main interest, however, 


Chicago's Ford Dealers Gnash Teeth 


Cuicaco, Feb. 8—Jim Moran, the| drawn up by the eight directors of 
“courtesy man,” who became the /|the association. The directors wired 
top Hudson salesman in the world|that Mr. Moran was not the 
six years ago by advertising his|type of man to receive a Ford 
cars on tv, will have new worlds/| franchise because of his advertis- 
to conquer March 1 when he be-| | ing tactics and the number of com- 
comes a franchised Ford dealer | plaints about his company that had 
here. | been received by the Chicago Bet- 

Ford officials here today con- ter Business Bureau. 
firmed that Mr. Moran will besell-| In a reply sent today to the) 
ing Fords as of March 1. Mr. Mor-|Chicago dealer group, R. S. Mac- 


an declined to say why he made | Namara, assistant general man-|' 


the switch after eight years with|ager of Ford Motor Co.’s Ford) 
Hudson. However, it is common division, made it clear that the 
knowledge that Mr. Moran has' protest wire would have no effect 
been unhappy with Hudson for) on Mr. Moran’s status. 
some time for varied reasons. | Mr. MacNamara’s letter pointed 
The news leaked out earlier in out that Mr. Moran had come to) 
the week at a meeting of the Met-|Ford, rather than Ford seeking 
ropolitan Chicago Ford Dealers\him; that the company investi- 
Assn. At the meeting, a telegram | gated his operation carefully and 
protesting Mr. Moran's appoint- | found it to have a good record, 
ment as a Ford dealer was read to| and that the Chicago Better Busi- 
association members. ‘ness Bureau gave Ford a very 
® The telegram, which was sent |£° od report on the Moran opera-| 


to Ford officials in Detroit, was 


® Mr. MacNamara also noted 
(Continued on Page 20) 


the women’s books. 


|director of advertising, told AA 
that Oneida has decided to direct 
its sales messages entirely at 
women, on the logical assumption 
that they account for just about 
all silverware sales. 

Oneida’s schedule thus calls for 
|the use of 10 magazines read 
|primarily by women. The bell- 
| wether of the campaign will be 
|the Ladies’ Home Journal, which 
is down for 16 pages, including a 
|spectacular $65,000 gatefold in the 
April issue. 


® Other books to be used are: 
American Home, Better Homes & 
Gardens, Bride’s Magazine, Charm, 
Living for Young Homemakers, 
Mademoiselle, Modern Bride, Sev- 
enteen and Woman’s Home Com- 
panion, 

The ads will spread out over the 
|year, but the concentration will 
be the greatest in the second six 
months, when 36 insertions are 
scheduled for these 10 magazines. 
Nearly all of the ads will be in full 


Dudley E. Sanderson, vp and} 


lies in Community silverplate. 


®@ The postwar popularity of 
stainless steel forced silversmiths 
into this line, almost in self-de- 
fense. It is important in the in- 
dustry to offer a full line of din- 
nerware, and the juggling of these 
(Continued on Page 83) 


Nielsen Sets Up 
Schedule for ‘56 


Coverage Survey 


Cuicaco, Feb. 10—Field work by 
A. C. Nielsen Co., in preparation 
of its Nielsen Coverage Service, 
will start in the next few weeks, 
and will require approximately 
two months. 

Tabulation and report prepara- 
tion will take another three to five 
months, with the delivery of indi- 
vidual reports to subscribers sched- 
uled for early fall. 

This is the approximate time- 
table of the major broadcast re- 
search enterprise outlined by E. P. 

(Continued on Page 21) 


Cheesecake used to sell different 
| grades of lumber 
| | Census Bureau releases detailed re- 
tail sales figures for 1954 Page 22 
New York law asking money de- 
posit for redemption coupons 


SONNE oi oss Seg rianes Page 23 
| Stations want agencies to get 
better time buyers, survey 
. , MEP CE PT Tee rex = Page 23 


| Industrial Marketing sets 18th an- 
nual business editing competi- 
tion 
Sun Oil boosts Blue Sunoco Octane 
in off-season push ....Page 26 
KTVW offers 1932 hot rod car in 
safety jingle contest ....Page 27 
Annual wage may stabilize con- 
sumer credit, business man tells 
admen 


A RHEINGOLD STRIKE—Hillie Merritt, 

this year’s Miss Rheingold, will 

be featured in bowling scenes 

throughout the month of February 

for Liebmann Breweries posters. 

Foote, Cone & Belding is the 
agency. 


wrapped up in one promo- 
UO ut es os cnc cakes Page 30 
Poor Richard Club will spon- 
sor Putman Awards this 
year 
Rubber imports curb Canadian in- 
dustry, quotas proposed Page 38 
La Belle France launches print, 
radio drive to seduce tour- 
ists 
John Oster Mfg. Co. sets biggest 
drive for first six months of 


SS ae Page 39 
Glidden introduces new 56- 
color line in print, tv cam- 
Ee ks a caked Page 40 


Market researchers urged to 


Buffalo has its own battle of the 


bench advertisers ......Page 45 


| Highlights of This Week's Issue 


Clown advertising won't create 
favorable brand image, says Jim 
Woolf 

Creative Man examines the new 
look in breakfast cereal adver- 
tising 


REGULAR or 


Advertising Market Place .............. 
Along Media Path 
Coming Convent 

Creative Man's Corner .. 


OG IAED | cinienininesintitincns 

Employe C icati 

RD TIS wetritretecncetcrasccctetccnncnsditionsdigtan 
Looking at Radio TV oo... 48 
Looking at Retail Ads ................0..........R 
Obituaries 56 


On the Merchandising Front 
Photographic Review 
EE CE 
Rough Proofs ....... 
Salesense in Ads 
This Week in Washington ........................ 
Voice of the Advertiser ....... ef 


eay Kraft Appoints 
Foote, Cone in 
Line Expansion 


| Curtcaco, Feb. 7—Foote, Cone & 
|Belding this week joined J. Wal- 
ter Thompson and Needham, Louis 
& Brorby on the Kraft Foods Co. 
agency list. 

| Starting immediately, Foote, 
Cone was assigned to handle ad- 
vertising for Kraft’s growing line 
|of confections, which was trans- 
iferred from JWT. Products now 


‘jin the line are Kraft caramels, 
j|marshmallows and malted milk, 


with others in the test market 
stage. 

Technically, Foote, Cone is al- 
ready retained by Kraft, having 
been appointed a couple of years 
ago to handle a new dog food (AA, 
July 19, 54). Nothing has come of 
that so far, however, and the con- 
fections will be the agency’s first 
active Kraft assignment. 


® John B. McLaughlin, director 
of sales and advertising, ex- 
plained the appointment this way: 
“Because of the tremendous ex- 
pansion of the entire Kraft line, 
the management of the company 
feels there is a definite need for a 
third agency in its advertising pic- 
ture.” 

As for the transfer of the con- 
fection line from JWT, it “in no 
way reflects on the manner in 
which they have previously been 
handled,” he said. Mr. McLaughlin 
added that no other changes are 
planned in the product assign- 
ments of either JWT or Needham, 
Louis & Brorby. 

Trade estimates place the bill- 
ings value of the new FC&B seg- 
ment at about $1,500,000 a year— 
subject to rapid change. Caramels 
are currently the big advertising 
product in the confections linc, 
but Kraft’s new miniature marsh- 
mallows are scheduled to come up 
fast after national distribution is 
completed next summer. 

Robert M. Trump, vp, will man- 
age the new FC&B account. 


® Aside from Foote, Cone, Kraft’s 
current agency assignments break 
this way: J. Walter Thompson 
handles full consumer and institu- 
tional advertising on the cheese 
and salad dressing lines, while 
Needham, Louis does the same for 
Parkay margarine, Kraft oil and 
Sealtest products. 

In addition, JWT produces 
“Kraft TV Theater,” a full-line 
advertising vehicle, while Need- 
ham has charge of Kraft’s 5-Star 
newscast schedule on Mutual radio. 


‘Chicago Defender’ Goes Daily 

The Chicago Defender, 50-year 
old weekly newspaper for Negroes, 
underwent a metamorphosis last 
week and became a daily with its 
Feb. 6 issue (AA, Dec. 12). The 
Daily Defender, a tabloid, provides 
general coverage of world and lo- 
cal events as well as news of the 
community served by the Chicago 
Defender, with emphasis oi: pic- 
tures. The newspaper, selling for 
5¢, will appear Monday through 
Thursday mornings; the standard 
size Chicago Defender will appear 
on Friday mornings as a weekend 
paper selling for 15¢. Initia! dis- 
tribution of the Daily Defender 
will be 100,000 copies, the publish- 
er said. 


Nat Wolff Leaves Y&R 

Nat Wolff has resigned as vp in 
charge of creative programming 
for the radio-tv department of 
Young & Rubicam, New York. Mr. 
Wolff, who will leave the agency 
April 1, has not decided on his fu- 
ture plans. No successor has been 
named. 
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Putman Plans to Buy 
‘Industry & Power’ 


Cutcaco, Feb. 8—-Putman Pub- 
lishing Co. and John Paul Taylor 
Publishing Co. today concluded | 
preliminary arrangements leading | 
to the acquisition by Putman of 
Industry & Power. 

Although detailed plans will not 
be announced until! later, it is ex- 
pected that Industry & Power will 
continue to be published in St.) 
Joseph, Mich., under the direction | 
of John Paul Taylor. 


JWT Adds Tender Leat Tea 
Standard Brands Inc., New York, 
has appointed J. Walter Thomp- 


son Co., New York, to handle ad- 
vertising for Tender Leaf tea, tea 
balls and instant tea. Compton Ad- 
vertising formerly handled the ac- 
count. Other Standard Brand ac- 
counts serviced by Thompson 
include Fleischmann’s yeast, 
Fleischmann’s bakery products and 
Southern Pecan Shelling division. 


Coin Machine Directory Out 

The 1956 “Directory and Source 
Book of the Coin Machine Indus- 
| try” has been published by Coin 
|Machine Review, 1115 Venice 
| Blvd., Los Angeles 15. The direc- 
tory lists manufacturers, associa- 
tions, jobbers, distributors and 
other information. Copies are 
available at $1 each from the pub- 
lisher. 


New York 17 


“Specializing in office space for advertising agencies" 
JULIEN J. STUDLEY we 


_ Font Eat Leasing 


Plaza 1-3394 


Newspaper Reps Fail 
to Help Department 
Stores, Roto Says 


New York, Feb. 9—About 50% 
of all retail newspaper advertising 
“fails to do a bloody thing for the 
store,” according to James Roto, 
former vp in charge of sales and 
publicity for the Hecht Department 
Store, Washington, and now a con- 
sultant. 

Mr. Roto, who spoke before the 
New York chapter of the American 
Assn. of Newspaper Representa- 
tives today, also asserted that most 
retail space salesmen on newspa- 


|pers “have never understood why 


or how a department store adver- 
tising director buys space.” He 
said this “indictment’ applied both 
to national and local salesmen. 


® According to Mr. Roto, who 
said he “bought between 5,000,000 
and 7,000,000 lines a year in his 
department store experience,” only 
about “15% of a store’s volume is 


Aiming at the Rich Southwest... 


Dont Miss the MAGIC 


We * 


A BILLION DOLLAR 


MARKET 


This is the billion dollar Magic Empire . . . 


oil-rich, water-rich, and 


power. 


loaded with buying 


You just can’t cover the Southwest 


without it—and at the heart of this Magic 
Empire you'll find the richest pay zone of all: 


metropolitan Tulsa. Here 278,400 people share 
an effective buying income of $497,000,000.00. 
$359.00 per family above the national average. 


Are you getting your share of this billion 
dollar market? You can, when you tell your 


fabulous Magic Empire. 


story in the Tulsa World and the Tulsa Tribune 
—preferred reading of 161,386 residents of the 


: ussWO ORLD D wise Tribi une : 


SSENTED NATIONALLY BY 


THE BRANHAM 


MORFICES INTHE PRINCIPAL CITHES IM THE U.S. A: 


directly traceable to advertising.” | 
He went on to say that since “a| 
store’s buyers dominate space buy- 
ing and not management,” not all 
the blame for the poor showing of | 
retail linage should be placed on} 
newspaper representatives. 

“Much of the trouble stems from | 
bad space buying,” he said. “Stores | 
are like a bunch of sheep. They | 
want to know how other stores are 
buying space. That’s why stores 
want their space to appear in the 
newspapers leading in their classi- | 
fications.” Most retail advertising 
men, he continued, are under 
heavy pressure from their own 
buyers and “in most cases can’t 
withstand it.” 


® Mr. Roto said many retail stores 
are in a dilemma. “The only ad- 
vertising that shows a real re- 
sponse is bargain copy, and this 
leads to slipping prestige, lower 
markups and other things.” 

He urged newspaper space sales- 
men to learn “why and how retail 
advertising is bought” and he 
called for the establishment of a 
research organization which would 
“find out about retail advertising: 
Why it pulls and why it flops.” 


‘Catholic News’ Gets Color 
The Catholic News, official 


Advertising Age, February 13, 1956 


weekly of the Catholic archdiocese 
of New York, has made color avail-| 
able to advertisers. A rate of $125 
extra for one additional color per 
page will be charged. 


Gulick Joins Subways Ad Co. 

Henry L. Gulick, formerly with 
the sales staff of the Electrolux 
Corp., has joined the sales staff 
of the New York Subways Adver- 
tising Co. 


WIRT McCLINTIC MITCHELL, formerly 
senior vp and copy department 


head of Lennen & Newell, has 

joined Geyer Advertising, New 

York, as vp in charge of all crea- 
tive departments. 


Cochran Resigns Safeway 
Posts; New Directors Added 

Dwight M. Cochran, vp and a 
director of Safeway Stores Inc., 
has resigned both positions but 
will continue to serve the company 
as a consultant and advisor. The 
company has also increased its 
board of directors from nine to 
14. 

New directors are J. G. Boswell 
II, president, J. G. Boswell Co., 
Los Angeles; Charles De Brette- 
ville, president, Spreckels Co., San 


| Francisco; Joseph M. Long, presi- 
|dent, Long Drug Co., Oakland, Cal.; 
|Michael W. McCarthy, 


assistant 
managing partner, Merrill Lynch, 
Pierce, Fenner & Beane, New York; 
J. I. Straus, president, R. H. Macy 
& Co., New York, and Brayton Wil- 
bur, president, Wilbur-Ellis Co., 
San Francisco. 


oe eeeeet ee & «@ 


"That is the kind we ship to the 
Growing Greensboro Market!” 


IF YOU LIKE TO STIR UP SALES prospects into a money- 


making lather—the Growing 
made for you!... 


Greensboro Market is custom- 


Here’s a top-notch Carolina sales 


center where 1/6 of the state’s 4-million people buy 1/5 of 
North Carolina’s goods. In the busy and populous Greensboro 
ABC Retail Trading Area, these folks spent $600-million in 
our retail stores last year—a sure-fire market target that 
holds a big potential for every retail product imaginable .. . 
Better stir up some advertising activity of your own, vongh “a 


this real super market where 


sales come easier ... Top 


dium is the 105,000 daily circulation of the GREENSBORO 


NEWS and RECORD... 


Only medium with dominant coverage in the Growing Greensboro 


Market and with selling 


Sales Management Figures 


* GREENSBORO, NORTH CAROLINA 


influence in over half of North Carolina! 


=i 


®Represented Nationally by Jann & Kelley, Inc. 
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the BIG cloud «x 


If yowre gonna 


ray for rain, 


stand under 


( 4) 
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TOTAL CIRCULATION 

Circulation Source: 

THIS WEEK — combined ABC averages ended 9/30/55 for 35 newspapers 
Other magazines — ABC average ended 6/30/55 

S.E.P.— circulation base 


— 


- ThisWeek 


MAGAZINE 


AMERICA'S LARGEST FAMILY MAGAZINE ; . : 
Reap BY 11,000,000 Famities Every SuNDAY 

THIS WEEK LIFE S.E. POST LOOK COLLIER’S 

11,040,023 5,655,473 4,650,000 4,076,869 3,732,304 


SHARES THE POWER AND PRESTIGE OF THESE 35 GREAT NEWSPAPERS WHICH DISTRIBUTE IT 


The Baltimore Sunday Sun - The Birmingham News - Boston Sunday Herald - The Charlotte Observer - Chicago Daily News - The Cincinnati Enquirer 

Cleveland Plain Dealer - The Dallas Morning News - Des Moines Sunday Register - The Detroit News - The Houston Post - The Indianapolis Star 

The Jacksonville Florida Times-Union - Los Angeles Times - The Memphis Commercial Appeal - Miami Daily News - The Milwaukee Journal - Minneapolis Sunday Tribune 
New Orleans Times-Picayune-States - New York Herald Tribune - Norfolk Virginian-Pilot and Portsmouth Star - The Philadelphia Sunday Bulletin 

The Phoenix Arizona Republic - The Pittsburgh Press - Portland Oregon Sunday Journal - Providence Sunday Journal - Richmond Times-Dispatch 

Rochester Democrat and Chronicle - St. Louis Globe-Democrat - The Salt Lake Tribune - San Antonio Express and Sunday News - San Francisco Chronicle 

The Spokane Spokesman-Review - The Washington Sunday Star - The Wichita Sunday Eagle 
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LAFAYETTE 
WEST LAFAYETTE 
INDIANA 


Indiana's Best — 5 
Balanced Market | 


“Indiana’s Best Balanced Market” 


J. L. McDERMED, President 
C. L. DIETZ COMPANY 
Indiana's Oldest Food Brokers 


“Lafayette . . . . Indiana’s best balanced market, can not be | making it the largest campaign for | ..- in the agency business witha [ff 
influenced by the metropolitan newspapers. In our many years 
of covering this market, we have found that the food dollars of 
this rich nine-county market can be tapped only through the 
food pages of the Lafayette Journal and Courier.” 


This Important Indiana Market 


Is Covered Only by the 


JOURNAL COURIER | 


Member of Federated Publications 


REPRESENTED NATIONALLY BY 
SAW YER-FERGUSON-WALKER COMPANY 


Rumrill Agency Sets 
Increases Promotion big. 28 
Mother’s Food Products, New-| Reorganization to 
lark, has increased its advertising| ‘ 
‘budget 40% for its Passover pro- Mark 20th Birthday 
|motion for Mother's Gefilte tish| Rocusster, N.Y., Feb. 7—Charles 
\during February and March—|, ‘Rumrill & Co. celebrated its 20th 


Advertising Age, February 13, 1956 7 
| Mother's Gefilte Fish 


| the company for any single season. beset ; 
Daily and weekly newspapers, reorganization program designed 


Anglo-Jewish national magazines | to increase its efficiency of opera- 


and radio will be used | tion. 
| Ben Sackheim Inc New York, is | Management of the agency has ; 
‘the agency ¢ ’"* | been placed in the hands of an ex- 


| joer committee headed by 
{Charles L. Rumrill, resident. 
Ver Standig Adds2 Accounts Other committee A cs are } 
| Paddock Engineering Co., Ar-|George M. Prince, exec vp and 
ape Va., manufacturer of cus-| creative director; Herbert R. Han- 
tom swimming pools, has appointed son, yp and treasurer; Neil A. Gal- 
M. Belraont Ver Standig, Wash-|lagher, vp and consumer account 
ington, to handle its advertising supervisor; John R. VanArsdale, 
and public relations. Ver Standig|/yp and industrial account super- 
also has been named to handle ad- 
|vertising for Melpar Inc., a sub- 
|sidiary of Westinghouse Air Brake 
Co., Falls Church, Va., effective 
| March 1. 
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MORE NEW PRODUCTS FASTER Sammie ashe workin 
eee |plans for a new building to house 


That’s how fast industry is chang- 
ing, diversifying and developing 
new products. 

Some lines of business, like elec- 
tronics, move faster than others, 
but all lines must change to live... 
let alone to grow. 

New products call for new equip- 
ment, parts and materials and 
create new sales opportunities for 
those who manufacture them. 

No supplier of products used in in- 
dustry can afford to ignore the new 
markets that are springing up daily. 
He needs a way to contact all these 
new markets and present the merits 
of his products industry and nation 


Advert 


tising Age, 


wide at a non-prohibitive cost. 
That’s what Industrial Equipment 
News was designed to do and does 
so well that it has become the most 
advertised in business paper, as 
well as the most frequently used 
source of product news and infor- 
mation. 

For $165 to $175 a month you can 
saturate all 452 industries with 
your product story. In these 452 
markets you reach the 65,000 prod- 
uct selecting officials who specify 
and buy for the 40,000 establish- 
ments which account for 80% of 
the national product. 

If you are not getting your share of 


George Darcy David Neill 


visor, and George R. Darcy, direc- 
tor of development, who is com- 
mittee secretary. 

The copy and public relations 
departments have been expanded 
under Grantly Wallington, copy 
chief. David W. Neill has been 
named industrial copy group head, 


* 205 East 42nd St., New York 17, N.Y. 


Founded 1906 


John Rodwell Victor Boero 


and John E. Rodwell now is in 
charge of the consumer copy 
group. Milton B. Lederman, for- 
mer pr director for the United 
Fund of Middlesex County, New 
Jersey, has joined the copy staff. 


® Directing the operations of the 
art department staff will be Victor 
Boero, who has been named super- 
vising art director. Fayette F. 
Harned, vp in charge of art, will 
devote more of his time to creative 
planning and contact with clients. 

A development division, which 
includes market research, motiva- 
tion research, media, product de- 
sign and development, merchandis- 
ing and other marketing services, 
has been created. Mr. Darcy 
heads this division. 

The media department has been 
enlarged in anticipation of in- 
|ereased billing. The agency esti- 
mates that billings will jump 
jnearly $1,000,000 this year. A 


\the enlarged staff. 

| The agency’s third decade got 
|off to a good start when Consoli- 
| dated Machine Tool Corp. assigned 
| its advertising to the Rumrill shop. 


this new market new business some- 

thing needs to be done. IEN will 

do this particular selling job better 

for less than any other medium. 

Details? 

... send for complete DATA FILE 
we ore of De ; a 


‘Toledo Blade’ Names Four 
Executives to New Posts 

The Toledo Blade has reassigned 
four executives in both advertising 
and editorial departments. Harry 
R. Roberts, formerly assistant ad- 
| vertising director, has been named 
assistant managing editor. John D. 
Willey moves from assistant man- 
aging editor to director of public 
relations. 

Kenneth Orwig, formerly classi- 
fied advertising manager, has been 
named assistant advertising direc- 
tor, and Jerry P. McLaughlin, pre- 
viously assistant classified ad man- 
— oe ager, has been named to succeed 
Mr. Orwig. 


EERRRD 46? Eighth Avenve, New York 1, N.Y. 
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tell you about a 


Advertising men keep close 
watch on single-copy sales these 
days. For they can give more 
vital information about a maga- 
zine—at a glance—than most 
presentations can in a sitting. 


What rising newsstand sales 


magazine 


The Saturday Evening Post 
is in precisely this position. 
Newsstand sales are not only 
the highest in the field (see 
chart)—they are going steadily 
higher. Subscriptions—and total 


For example, when newsstand circulation—are setting new, 
sales go up, it’s a good sign that all-time records. 
a magazine is getting more inter- As we said, advertising men 
esting. More people are reading watch these things and act ac- 
it. Each copy is probably getting cordingly. Which is why 1956 
moreattention, too. Andchances promises to be the biggest year 
are subscriptions will be show- in Post history—as was '55. The 
ing a parallel rise. Post gets to the heart of America. 
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NEWSSTAND SALES 
Latest ABC figures 


1,500,000 - 
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“Here's the man who made one 
word worth a thousand pictures!” 


pon 
JACK BYRNE, Copy Group Chief, MacManus, John & Adams, | 


> sla ' 
Pc IS r xz 


ae gem "re: 


Detroit, previews Part I of “ Well, It Was This Way” from this week's Post. 


“Gary Cooper can win an Oscar with around, you ought to hear the stories 
a kick in the dust and his ‘Yup’ or he tells about the days when he was 
‘Nope.’ But he claims it’s alla put-up _foot-loose and single!” 

job... in real life he’s different. Once ‘ , 

he nearly talked Hemingway todeath. 1,, 411g articles, 4 short stories, 2 serials 
And if you think he just stands there and many special features in the Feb. 
twisting his hat when women are 18 issue of The Saturday Evening Post. 
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Kenneth Beirn Joins 
R&R as Exec VP; 
Watson Heads Board 


New York, Feb. 10—F. Kenneth 
Beirn, formerly president of Biow- 
Beirn-Toigo, will join Ruthrauff & 
Ryan shortly as exec vp in charge 
of plans and creative services. 

At the same time, R&R an- 


nounced the following changes in 
its management group: Paul E. 
Watson, 


formerly exec vp in 
charge of the 
Chicago office 
and western op- 
erations for the 
agency, becomes 
chairman of the 
board; F. B. 
[Barry] Ryan, 
former chairman 
of the board, be- 
comes chairman 
of the executive 
committee; Rob- 
ert M. Watson 
continues as president, and Haak 
B. Groseth and R. W. Metzger, 
both vps in the Chicago office, be- 
come exec yps. 

Mr. Beirn joined Biow in 1946 
as exec vp, after working with 


F. K. Beirn 


F. B. Ryan Robert Watson 


Dancer-Fitzgerald-Sample and 
managing the New York office of 
Grant Advertising. Paul Watson 
joined R&R in 1923, and has been 
a vp and head of the agency’s 
western division since that time. 


= Mr. Groseth joined R&R in 1939 
as an assistant account executive, 
became an account supervisor, 
was elected a vp in 1944, and was 
named to the board of directors 
in 1953, and to the executive com- 
mittee in 1954. Before joining 
R&R he was merchandising di- 
rector of Knox Reeves Advertis- 
ing in Minneapolis, and earlier 
was advertising manager of 
George A. Hormel! & Co., Austin, 
Minn. 

Mr. Metzger joined R&R in 1934 
as radio director of the Chicago 
office, became a vp in 1942, a 
director in 1948, and a member of 
the executive committee in 1950. 
He spent 12 years in the entertain- 
ment business before joining the 
agency, part of that time as an 
arranger for Paul Whiteman. 


Carl Byoir Names Swinehart 
Chairman, Hammond President 

Gerry Swinehart has been elect- 
ed chairman of the board of Carl 
Byoir & Associates, New York, 
public relations organization, and 
George Hammond, formerly exec 
vp, has been named to succeed him 
as president. Mr. Byoir, founder 
of the company and board chair- 
man since 1937, will now serve as 
chairman of the executive commit- 
tee. 

In other promotions, Frank Ga- 
vitt and Stuart Hall were named 
exec vps, and Arthur Hirsch was 
appointed treasurer. All have been 
with Byoir for more than 15 years. 


silly shape.” The b&w ad, first of 


THIS IS SERIOUS—This spread, to appear in the March Mademoiselle, 
talks about “The Serious Sweater,’ which never “stretches to a 


paign, promotes Exmoor sweaters of Tycora yarn. The ad was pre- 
pared by Hockaday Associates, New York, the agency for Textured 
Yarn Co., maker of Tycora. 


oa os 


a series in a new consumer cam- 


New York, Feb. 9—If today’s 
hearing before the rules committee 
of the New York city council is 
any indication, the public is not 
greatly interested in pay-as-you- 
see tv—one way or the other. 

Only 25 people or so turned up 
for a hearing on a proposed reso- 
lution which would put the council 
on record before the FCC as op- 
posed to fee television. Most of 
them were there as representatives 
of some group or company rather 
than as private citizens. 

What was expected to be a 
spirited airing of both sides of the 
controversy fizzled into a recital 
of the reasons against pay video 
when the would-be operators of 
the system declined to appear, 
pleading lack of time for prepara- 


Simmons-Boardman 
Merges “The Log,’ 
‘Marine Engineering’ 

New York, Feb. 9—Simmons- 
Boardman Publishing Corp., pub- 
lisher of Marine Engineering, has 
purchased The Log from Miller 
Freeman Publications. 

The April issues of the two 
monthlies will be merged into an 
expanded Marine Engineering-Log 
with a combined circulation of 14,- 
000. Both publications are Audit 
Bureau of Circulations members. 

New base advertising rate for 
the combined paper will be $435 
for one b&w page one time. The 
13-time rate will be $350. This 
compares with $350 and $275, re- 
spectively, for Marine Engineering 
and $300 and $235, respectively, 
for The Log. According to last! 
available ABC statements, Marine 
Engineering’s average total paid 
circulation was 8,481, and The 
Log’s was 6,238. 


® Warner Lumbard, general man- 
ager of Marine Engineering, will 
have the same position on the com- 
bined publication. Harlan Scott, 
editor and general manager of The 
Log, will be associate general man- 
ager. 

The new magazine will retain 
all of the popular features of the 


Pay-TV Proponents Leave Field Open to 
Opposition at N.Y. City Council Meeting 


tion. 

As a result, the anti-pay-tv 
spokesmen, who favored the reso- 
lution introduced a year ago by 
Abe Stark, council president, went 
through their paces like fighters 
trying to make a show of it with 
no opponent. 


® In their absence the forces of 
Zenith Radio Corp., International 
Telemeter Corp. and _ Skiatron 
Electronics & Television Corp.— 
all of whom have asked the 
FCC for permission to operate 
pay video—were called everything 
from “self-seeking monopolists” to 
“pirates and buccaneers.” 

Urging prompt action to let the 
commission know how the council 
feels about the movement “to 
take free television away by the 
back door,” Mr. Stark accused the 
advocates of pay tv of not having 
the courage to face the people on 
this issue in open debate. He de- 
nied that there had been lack of 
time for preparation on a matter 
which already has been given so 
much study. 

This point also was emphasized 
by Marcus Cohn, counsel for 
the Committee-Against-Pay-to- 
See Tv, who said that Zenith, 
Skiatron and Telemeter all have 
filed so many briefs, studies and 
surveys with the FCC that “we 
count them in inches and feet, not 
pages.” 


Agencies Bid for Account 
of Canadian Westinghouse 
Canadian agencies are soliciting 
Canadian Westinghouse Co. Ltd. 
for its advertising account, which 
presently is handled by three agen- 
cies. They are Russell T. Kefly 
Co., Hamilton; Ferres Advertising, 
Hamilton, and Spence Caldwell 
Advertising, Toronto. 


‘Multi-Million Dollar 
‘Live Electrically’ 
Drive Begun by GE 


| New York, Feb. 8—One of the 
largest closed-circuit telecasts in 
tv history today launched the 
“Live Better—Electrically” cam- 
paign, a nationwide drive to get 
more people to buy more electri- 
cal appliances—and in turn use 
more electricity. 


were 40,000 business men involved 
in all phases of home financing, 
building and electrical equiping. 


the individual electric utility com- 
panies. They paid for the hall, the 


ments. But 
picking up the tab for the $250,- 
000 tv show and for the multi- 


host and backer: General Electric. 


once will its name appear in any 
of the campaign’s publicity or ad- 
vertising. 


® GE is staying discreetly in the 
wings on this one in the hopes 
that the entire industry will get 
into the “Live Better” act. The 
pyschology is proving correct. Ev- 
en some of GE’s arch competitors 
are joining in. 

Already tying in locally are the 
“industrial allies,” the appliance 
distributors and dealers, 
tects, builders and realtors, con- 
tractors, bankers. 


starting in April, in ten consumer 
magazines and a once-a-month 
half-hour CBS-TV show. The first 
show will be aired April 8 and 
star Judy Garland. 


® Four-color spreads will run 
throughout the year on a “scat- 
tered” schedule in American 
Home, Better Homes & Gardens, 
Good Housekeeping, Life, Living 
for Young Homemakers, Look, 
McCall’s, The Saturday Evening 
Post, Sunset Magazine and Wom- 
an’s Home Companion. These ads 
will feature a family of four and 
show “How electricity becomes a 
part of each room in their house to 
make their living better.” The ad 
also carries a coupon for a 72- 
page book, “New Step-by-Step 
Ideas to Help You Live Better— 
Electrically.” 

Spreads will also run in 15 to 
20 business papers in the archi- 
tectural, building, electrical, fi- 
nancing and lending fields, and 
will explain how the program can 
be effectively used for the benefit 
of all participating trade allies. 


= The campaign has even been set 
to music with a new “hit song” 
sung to a “good bounce tempo.” 
It begins: 

“You can make your family’s 


A U.S. agency reportedly has the 
inside track and will be appointed | 
along with one Canadian agency | 
to handle the company’s advertis- | 
ing program. Westinghouse Ltd.| 
has undergone a reorganization of 
personnel in recent months, in-| 
cluding the naming of a new pres- | 
ident. 


Dreyfus Adds Gelvatex 


two publications, and _ editorial 


Dreyfus Co., Los Angeles, has 


Viewing the show in 79 cities) 


Local sponsors in each city were) 


lunch, and made all the arrange-| 
in the background! 


million dollar ad program was a} 


Not once was GE mentioned; not| 


archi- |Century-Fox 
| than $1,000,000 to drum up a big 


Advertising Age, February 13, 1956 


life much brighter, 

You will find your work much 
lighter! 

It’s as easy as can be, 

Just live better electrically! 

On the local level, there are 
two motion picture color films. 
One is a 10-minute film for local 
theaters. The other is 27 minutes 
| long for local club showings. Oth- 
'er local aids include a full regalia 
of window banners, streamers, 
|posters, counter cards, reprints, 
|postage meter stamps, truck signs, 
mailing pieces, newspaper ads, 
and radio and tv commercials. 


® Besides the advertised consum- 
er booklet, there’s a 64-page book 
to explain the “load-matched” 
|wiring concept to electrical con- 
tractors. 

All this centrally prepared ma- 
terial forms the core of the cam- 
paign, but as it is continually 
pointed out, the promotion still 
will function at the direction of 
each sponsoring utility in its own 
service area. Local industrial allies 
|'who wish to tie in must do so 
| through their own local utility. 
| Batten, Barton, Durstine & Os- 
born is handling the campaign. 


20th Century-Fox 
Uses Network Radio 
to Push ‘Carousel’ 


New York, Feb. 8—Twentieth 
is spending more 


audience for “Carousel.” The mo- 


“Live Better—Electrically” will tion picture version of the Rodgers 
be promoted on the local level,!| 


and Hammerstein musical opens 
in theaters throughout the U.S. and 
Canada this month. 

An innovation in this campaign, 
which will use a wide range of 
media, will be network radio. The 
company is sponsoring 30 segments 
of eight top CBS shows for a 
three weeks saturation campaign 
starting today. This is said to be 
the first use of network radio by 
a motion picture producer. The 
network commercials will include 
local inserts to tell listeners where 
the new Gordon MacRae movie is 
playing in their town. Local spots 
will be co-op with theater oper- 
ators paying part of the cost. 


® The biggest percentage of the 
budget will probably go to maga- 
zines and newspaper supplements. 
Charles Schlaifer & Co. has sched- 
uled color pages and spreads in 
approximately 40 publications— 
general magazines, fan magazines 
and supplements—in this country 
and Canada. 

Co-op newspaper ads will appear 
in 300 markets. A box office ap- 
peal for “Carousel,” which was 
filmed in 55mm Cinemascope, will 
also be made via outdoor adver- 
tising in 100 cities. 

If there is still anybody who 
hasn’t heard about the picture or 
hasn’t been sold on it by network 
radio, magazines, newspapers and 
outdoor sheets, 20th Century-Fox 
will get another crack at him in 
some markets. Tv spots will spread 
the word about “Carousel” in 65 
major markets. 


Sears Expands Further 

Sears, Roebuck & Co. plans to 
spend $55,000,000 to $60,000,000 
during the current fiscal year in 
further expansion. About $350,- 
000,000 has been spent on expan- 


|sion in the past decade, according 
to Fowler B. McConnell, president. 
|Sales in fiscal 1955 were around 


services will be expanded. The | been appointed to handle advertis- 


British Airways Appoints 

British Overseas Airways Corp. 
has appointed Pemberton, Free- 
man, Bennett & Milne, Toronto, in 
association with Victor A. Bennett 
Co., New York, to handle its ad- 
vertising in Canada, the U.S. and 
Nassau, Bahamas, effective April 
1. Foote, Cone & Belding will con- 


merged publication, according to 
Mr. Lumbard, will be the only hor- 
izontal-coverage ABC magazine in 
the industry. 
Marine Engineering and its pre- | 


decessor publications date back to Allan Joins Variety Publicity 


1878. The Log was founded in 1923.) 


Simmons-Boardman has published Kentucky director of exploitation 
Marine Engineering since 1920,| of Loew’s Inc. (MGM), has joined 


tinue to handle the company’s ad- 


and The Log has appeared under | 


vertising throughout the rest of|Miller Freeman auspices oon 


the world. 


; 1941. 


| GEORGE P. RICHARDSON JR., Up and 
25-year veteran at J. Walter 
Thompson Co., has been named ac- 
count supervisor on the agency’s 
new Schlitz account. Mr. Richard- 
son will transfer to Chicago from 
| Detroit, where he has worked on 
'the Ford account for the last 10 


ing for Gelvatex paint, with an 
advertising budget quadrupled for 
1956. Media include magazines, 
newspapers, radio, tv and posters. 


Jerry Allan, formerly Indiana- 


Variety Publicity Associates, In- 
dianapolis, as an account execu- 


tive. years. 


$3.45 billion, an increase of about 
11% over 1954. 


Jack Masla Appointed 

Jack Masla, a vp with Burke- 
Stuart Co., New York, since the 
radio-tv station representative 
company was formed in 1953, has 
been named exec vp of the compa- 
ny. Burke-Stuart has branch of- 
fices in Chicago, Los Angeles and 
San Francisco. 
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.* 
In 1955 ‘\ 
* 


ad 


Enquirer 
ranked 
among the 
first 6 
newspapers 
in 
the world 
in 
advertising 
gain 


(Up 


Solid Cincinnati reads (and advertisers are flocking solidly to...) The Cincinnati Enquirer 


the Cincinnati Yr’ 


Gosh, isn't 


anybody 
surprised / 


(Apparently not anyone who has been watching 


the Cincinnati Enquirer since 1950. Not anyone 
who has heard the jet-like swsh-h-h-h as it 
moved from 3lst to 16th place among the na- 


tion’s newspapers in total advertising volume) 


ISN’T ANYBODY SURPRISED: 


1. That the 5,150,000-line gain in 1955 
by the Cincinnati Enquirer was made 
despite an across-the-board price reduc- 
tion to local retail advertisers, Jan. 1, 
1955, by the two competing newspapers? 


2. That the Daily Enquirer now leads in 
local (retail) display advertising? . . . 
Both the Post and Times-Star are down 
from their 1960 figures. The Daily En- 
quirer is up a phenomenal 52% to grab 
first place. The Sunday Enquirer is up a 
healthy 16%. As a matter of fact, the 
Sunday Enquirer carried more retail 
linage in 1955 than either the Times- 
Star or Post on the other six days of 
the week. 


3. That the story’s the same for all dis- 
play advertising? Actually, the Daily 


Enquirer is up 53% here, with both the 
Post and Times-Star showing minus 
signs compared with 1950. Sunday En- 
quirer? Up 10%. 


. That in Automotive Linage, too, the 


Daily Enquirer has accelerated to No. 1 
position from a slow-No. 3 spot in 1950? 


- That the daily newspaper with the 


biggest circulation in Cincinnati is 
the Daily Enquirer? Biggest in the City 
Zone, where it ranked a poor but prom- 
ising third in 1950. Biggest in the com- 
bined City and Retail Trading Zones. 
Biggest in TOTAL circulation with 
206,408—which tops the Times-Star by 
over 50,000, the Post by over 40,000. 


9 ry, 


Note to innocent bystanders. One way to impress any national advertisers or 
agency men among your acquaintances is to mention that you understand 
the Cincinnati Enquirer is the hottest thing in newsprint, today . . . that 


things have changed in Cincinnati . . 


. and you might even quote a few 


statistics from this page. They’ll think you’re pretty sharp. 


Represented by Moloney, Regan @ Schmitt, Inc. 
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by Newsweek's million familie 
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Actually, Newsweek’s million family 
heads are two prime sales targets: 
They have the personal income 


($12,277 average) to own cars, and 
own them in quantity (140.2 cars per 
100 car-owning families). In their 
work, six out of ten have a direct 
say on major purchases— including 
all-important fleet purchasing. 
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Careful, Calm Thinking Is Needed 


Whatever one may think about the action of the American Assn. 
of Advertising Agencies in signing a consent decree in the Depart- 
ment of Justice’s anti-trust suit, there can be no question that this 
action is one of the most significant ever taken in the advertising 
business. 

As such, the actions taken by the government and the various 
associations involved, and their possible implications for the adver- 
tising business, deserve the most widespread discussion and the most 
careful consideration—in an atmosphere, we may hope, of maximum 
light and minimum heat. 

Last week we asserted categorically that we expected neither cha- 
os nor revolution to develop in the advertising business because of 
the action of the Four A’s. We do expect, as we also said last week, 
that the Four A’s action will “probably hasten an inevitable change, 
within the framework of the traditional commission system, toward 
more logical methods of compensating agencies for the work they do.” 

We believe this viewpoint deserves reiteration and emphasis. For 
a variety of reasons which there seems little point in discussing now, 
we have never been an unqualified supporter of the commission sys- 
tem. We have said, on occasion, that if anyone were to start from 
scratch to devise a system of advertising agency compensation, it is 
extremely unlikely that he would develop the present system. 

But we have also pointed out, as have most of the supporters of 
the commission system, that it had evolved through the years and 
that it worked quite well, without imposing any particular hardships 
on anyone. And we still think so. 

So we would like to see the natural evolution of the advertising 
business take place within the framework of the commission system. 
Then we can be sure that upset and confusion will be held to the 
barest minimum, because everyone in the advertising business is 
familiar with the commission system, and knows exactly how it op- 
erates. 

Lest anyone get the notion that we are urging any segment of the 
business to defy the Department of Justice, let us hasten to point out 
that we are not. At the risk of boring some of our more knowing 
readers, we want to point out again two very important things: 

1. The Department of Justice in no way has attacked the agency 
commission system as such in the anti-trust case against the trade 
associations. It has attacked only the alleged collusive actions on the 
part of the defendant associations to force widespread acceptance of 
a particular rate of commission, under a specified set of circum- 
stances. 

2. It is a clear point of law (and in this particular case the point 
has been specifically emphasized by Assistant Attorney General 
Barnes) that individual entities or corporations can legally follow 
business procedures which might become illegal under the anti-trust 
laws if they were followed by associations or by groups of businesses 
acting in collusion. 

Thus there is nothing whatever in the consent decree signed by 
the Four A’s, nor in the pending case against the other defendants, 
to prevent any individual media owner from continuing the commis- 
sion method of agency compensation, nor from requiring—as one of 
the conditions of allowing commissions to agencies—that no part of 
the commission be rebated to the advertiser. 

Individual agencies, individual advertisers, and individual media 
can do a tremendous service to the entire advertising structure at 
this juncture by carefully considering their own and every one else’s 
true long-term interests, and by acting calmly, carefully and thought- 
fully. 

Necessarily, there will be some confusion during a transition period 
which may well last for several years. If we will all think carefully 
before we act, the confusion can be minimized. 


| youngsters, in grander style, than 


Gladys the beautiful receptionist 


2 RE cE. 


—Gerald J. Weipert, Luckoff-Wayburn Inc., Detroit. 
“So he’s at a U. S. Steel meeting with the Maidenform layouts!” 


What They're Saying 


Prediction for 1975 

—The workweek [in 1975] will 
be shortened to a four-day, 32- 
hour schedule. 

—The population of the USS. 
will number more than 220,000,000. 

—Average family income (in 
terms of 1956 dollars) will be ap- 
proximately $8,000 per year. 

—National income will reach | 
$543 billion and the gross national | 
product approximately 675 billion. 

[The labor force of 1975] will| 
have to support more oldsters and 


any other productive group has 

ever been called upon to do. 
—Haig Babian, director of New York 
University’s Institute of Economic 
Affairs, in the February issue of 
“Challenge,” published by the insti- 
tute. 


Factors Involved 
“Have you any idea how long it 
wouid take a tortoise to travel the 
10 MILES OF FABRICS created 
by Boris Kroll for the new Beverly 
Hilton Hotel?” 
—Complete text of ad in The 
New Yorker. 
Gosh, we haven’t the faintest! It 
depends on so many, many things. 
What’s his metabolism? 
Is he a torpid tortoise, as tor- 
toises go? 
How’s his supply of benzedrine? 
Is the hare in competition? 
Is he traveling with the Mrs.’ 
Does he go straight down the 
stretch or just cross the rug in a 
tortoise jiffy? How many inches is 


across? 
—Ryder's Digest, published by Fred- 
eric Ryder Co., Chicago. 


Research Is Indispensable 

If there’s one thing I’ve learned 
in my career—as a sales execu- 
tive, educator, administrator and, 
now, president of the New York 
Stock Exchange—it’s this: You 
can’t intelligently solve any prob- 
lem until you have gathered all 


and skilful interpretation and use 
of facts which research reveals— 
is regarded as indispensable in the 
operation of virtually any busi- 
ness. 

—G. Keith Funston, president, New 


York Stock Exchange, in January, 
1956, issue of “briefed.” 


The Package Is an Ad 


Creative vendor packaging can 


increase the effectiveness of a 
manufacturer’s national advertis- 
ing by: (1) repeating the trade- 
mark and selling facts at the point 
of sale; (2) giving the product 
quick, easy identity in its mer- 
chandise classification at the point 


Advertising Age, February 13, 1956 


| Rough Proofs 


| 
| 
| Stanley Barnes, the Don Quixote 
of the anti-trust division, has fi- 
nally overturned his windmill. He 
says the Four A’s “will no longer 
|participate in influencing media 
as to the agencies with which ad- 
verter will do business.” 


If it takes a Philadelphia law- 
|yer to figure the complexities of 
'the advertising business under to- 
|day’s conditions, Morton J. Simon, 
|author of “The Law for Advertis- 
\ing and Marketing,” seems to be 
|just the man. 


The announcement of the retire- 
j}ment of Clover Perkins as adver- 
tising manager of Popular Me- 
chanics referred to the advertising 
| gains made under his direction. 
| This must be a four-leaf Clover. 

. 

Richard K. Manoff, who is set- 
|ting up his own agency to service 
|Welch Grape Juice Co., says he 
| doesn’t want to be known as a 
'“Madison avenue nomad _ with 
| business in his pocket.” 

The vest-pocket entrepreneur 
\isn’t quite as popular as he used 
to be. 


John W. Shaw gave ten silver 
;dollars to each employe to cele- 
brate the agency’s tenth anniver- 
‘sary, and no doubt he was able to 
‘hear the cheers all the way from 
[somever: and the U. S. Mint. 


National Shoe Institute is rais- 
ing a fund of $200,000 to promote 
consumer demand, and if these 
jrough winters continue, demand 
| from women will be for something 
‘a lot different from what they’ve 
been getting. 


of purchase; (3) identifying goods | 


and encouraging self-selection; (4) | 


carrying messages helpful to sales 
people; and (5) permitting use of 
coupons. 

Retailers are becoming more 
aware that the package is an ad- 
vertising medium which must do a 
good selling job for the store. 

Creative packaging converts 
buying interest at point of reading | 


John G. Schneider has written a 
book about politics and advertis- 
ing, in which he says he discusses 
“economics at the Sensible Slob 
| level.” 

Mr. Schneider is no longer in 
‘the advertising business. 


| ‘ 


Post Office officials who have 


into buying action at point of sale | inspected the modern facilities at 
because it re-sells the main points | Zurich and the Hague are hoping 


available information bearing on| 
that problem. 

Not too long ago some business | 
men were inclined to minimize the | 
importance of research, particu- 
larly in merchandising either prod- | 
ucts or ideas. 

Today, though, research—backed | 
up, of course, by creative thinking | 


promoted in the advertising. 
—Willard Campbell of Rolf Shockey 
& Associates, in report on packaging 
at annual meeting of National Retail 


Dry Goods Assn., New York, Jan. 10, | 


Deftlating a ‘Nonwatcher’ 

One last word on the tv scoffer. 
He’s a menace to the rest of us be- 
cause if television doesn’t receive 


due credit for the fine things it} 


does, there won’t be any fine 
things. “Assignment: India’ cost 
NBC $100,000 which it will prob- 
ably never get back. If the network 
doesn’t at least get a pat on the 
back, why do such a thing? 


—John Crosby’s column, New York 
Herald Tribune Syndicate. 


Important Stake 

The 84th Congress is back in 
session, faced with such issues as 
highways, automotive excises, fac- 
tory-dealer relations, 
bootlegging and phantom freight. 

Never has the auto industry had 
such an important stake in the 
decisions of our country’s law- 


makers. 
—From “Capsule Comment,” 
Automotive News. 


in 


‘the U. S. will adopt something of 
the same kind, but in the mean- 
time raise postal rates to support 
the present antiquated methods 
and machinery. 


A new state farm paper pub- 
lished from Atlanta’s Peachtree St. 
promises “to keep Georgia, and 
Georgia only, always on our mind.” 

Sounds as if it could have been 
a case of love at first sight. 


A promotion ad shows a picture 
of a man in a barrel saying, “As 
the father of a bride, I can testify 
to the sales power of Bride’s Mag- 
azine.” 

There’s many a true word 
| spoken in jest. 


new-car | 


A publisher looking for a good 
man says he must be in the 30 to 
49 year range. And of course he 
will be out of luck if he happens 
to be 49%. 


Copy Cus. 
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Advertising Linage is the Final Measure 


of a Newspaper’s Sales Power 


How do 
nancial 
TdVertisers 


rank 
Philadelphia 
hewspapers? 


First in National Advertising 


First in Retail Advertising 


First in Classified Advertising 
First in TOTAL Advertising 


TOTAL FINANCIAL ADVERTISING 
1955 


INQUIRER | | BULLETIN 
627,000 lines | 536,000 lines 


In 1955 The Inquirer published the largest volume of financial 
advertising ever carried in any newspaper in the history of 
Philadelphia—627,000 lines ...a gain of 60,000 lines over 1954 
...a leadership of 90,000 lines over the second newspaper. 


1955 marked the 22nd consecutive year that financial adver- 
tisers have made the Inquirer their first choice for sales in the 
Delaware Valley, U.S.A. 


The Philadelphia Pnquirer 


Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: 

NEW YORK—ROBERT T. DEVLIN, JR., 342 Madison Ave., Murray Hill 2-5838; 
CHICAGO—EDWARD J. LYNCH, 20 N. Wacker Drive, Andover 3-6270; 
DETROIT—GEORGE S. DIX, Penobscot Bidg., Woodward 5-7260. 


West Coast Representatives: 
SAN FRANCISCO—FITZPATRICK ASSOCIATES, 155 Montgomery St., Garfield 1-7946; 
LOS ANGELES—FITZPATRICK ASSOCIATES, 3460 Wilshire Boulevard, Dunkirk 5-3557. 
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DON’T TELL OUR NEIGHBORS! 


If you have a sales story to tell in 
Central Florida area, don't tell it 
to the neighbors in other Florida 
Cities and expect it to get to Or- 
lando by the grapevine. 
Florida's Fourth Market is made 
up of ‘five rich (buying power) 
Counties around Orlando. Orlan- 
do Sentinel-Star has three times 
the combined circulation of the 
Jacksonville, Tampa, and Miami 
newspapers in these five counties. 
ORLANDO IS NOW 
OVER 100,000 ABC 
CITY ZONE 


Orlando Sentine!-Star 
MARTIN ANDERSEN 
Owner, Ad-Writer & Galley Boy 
Oriando, Florida 
Nat. Rep. Burke, Kuipers & Mahoney 


Girls, Not Numbers... 
Grade Names 
Will Add Eclat 
in Lumber Sales 


PoRTLAND, OrRE., Feb. 7—Can 
cheesecake sell mew grades for 
lumber? 

West Coast Lumbermen’s Assn. 
thinks so, and to help get the story 
lacross to 25,000 retail lumber 
| yards of the country and to their 
| customers, it has trotted out four 
| “lovelies” garbed and labeled Miss 
| Construction, Miss Standard, Miss 
| Utility, and Miss Economy. 

Those are the new names of the 
four basic grades of lumber in the 
|West Coast Douglas fir area, 
which produces one-third of the 
/nation’s softwood lumber. 


Effective March 15, the fir in- | 
dustry will revise its grading rules. | 
The biggest change is the shift | 
from grade numbers to names.| 
The object is to increase grade-| 


of the mill. 

In the changes, No. 1 grade be- 
comes construction grade, No. 2 
becomes standard, No. 3 utility 
and No. 4 economy. 


® Back of the change in nomen- 
|clature has been a conflict in 
|which there was increasing pres- 
|sure for grade-marking and at the 
same time consumer resistance to 
product labels—such as No. 3 or 
No. 4—which indicated that it was 
a long way down the scale. 
| H. V. Simpson, exec vp of the 
West Coast Lumbermen’s Assn., 
tells it this way: 

“We can no longer continue 
practices which make the mer- 
chandising of lumber less orderly 
and less responsible than the mer- 
'chandising of other building 


The Omaha World-Herald 
—home delivered in 658 


market towns in Nebraska 


and Western Iowa 


If you do business in the 103 counties of 
Nebraska and Western Iowa, you will be interested to know 

The Omaha World-Herald is there, too—delivered right to the 
homes of the people who make your market. 


Oma 


251,549 Daily 


marking of lumber as it comes out | 


NEW GRADING SYSTEM—A set of models ranging from economy to 

construction grade helped tell the story of West Coast lumber mills’ 

change in a half-century-old lumber grading system. Retail lum- 

berman Don Pleier, Portland, Ore., shows how the new grades are 
classified. 


products. Let me quickly say that 
the irresponsible merchandiser is 
only a fractional minority. Most 
lumbermen choose to, and do, sell 
the grades they buy. 

“But even they are hampered 
by the reluctance of the consumer 
to purchase a ‘third grade’ product 
for a home which he visualizes as 
‘first grade’ in every respect. 

“It is the numbers which cause 
the trouble... 

“The demand for grade stamp- 
ing is steadily increasing. The de- 
mand is coming from retail deal- 
ers, government agencies, builders | 
and many others... 


on an advertising campaign keyed 
to the idea of buying the grade 
that the job requires and urging 
customers to save money by buy- 
ing the lower grades when those 
grades were fully adequate for a 
particular type of work. The cam- 
paign took hold, and lower grades 
moved out well. But there was 
still resistance to grade stamping 
of lower grades. 

Hence, the association says, the 
changes now going into effect will 
provide “for the first time a grad- 
ing rule shaped for the buyer and 
consumer of lumber rather than 
the professional grader.” 


Jacobsen Joins Axelson Mtg. 

Van Jacobsen has joined the 
sales promotion and advertising 
department of Axelson Mfg. Co., a 
division of U.S. Industries, Los 
Angeles. He was formerly assist- 
ant advertising manager of Ralph 
M. Parson Co., and held a similar 
position with Fluor Corp. Ltd., 
both of Los Angeles. 


8 “Thirty years ago the National | 
Lumber Manufacturers Assn. 
adopted a resolution supporting 
universal grade stamping. The 
Southern Pine Assn. and the West 
Coast Lumbermen’s Assn. simi- 
larly have gone on record. 

“But every effort in the past 30 
years to extend substantially the 
grade stamping of lumber has 
failed because the public would 
not accept No. 2 or No. 3 or No. 4.” 
Lumbermen are quick to point 
out that for many purposes the 
lower grades are entirely ade- 
quate. Several years ago when 
mills found lower grades accumu- 
lating, the West Coast group put 


N.C. Newspaper Assn. Elects 
W. E. Horner, publisher of the 
Sanford Herald, has been elected 
president of the North Carolina 
Assn. of Afternoon Dailies. Dave 
Whichard III, editor of the Green- 
ville Reflector, was elected vp. 


Rematkabsle 
ROCKFORD 


At the Top in Illinois, Rock- 
ford continues to expand and 
row. Contracts have been let 
or two multi-million dollar 
factories. Construction will 
soon begin on a new shopping 
center including a 2 million 
dollar Goldblatt Bros. Depart- 
ment Store, a new name in 
Rockford. The American Chicle 
Company and The Goss Print- 


ha 


World-Herald 


262,462 Sunday 


O’Mara & Ormsbee, National Representatives | 
re Publisher's Statement for September 30, 1955 
New York + Chicago * Detroit + Los Angeles + San Francisco 


ing Press Company have both 
chosen Rockford for new man- 
ufacturing facilities. Housin 
construction continues to brea 
records. All of this added to an 
already prosperous city means 
a remarkable market for your 
roducts or services. The Rock- 
ord Morning Star and Rock- 
ford Register-Republic give 
superior coverage in Rockford 
and surrounding areas of 
Illinois and Wisconsin. Let us 
send you full information. 


* 134,488 ABC CITY ZONE *441,222 ABC RETAIL TRADING ZONE 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


| REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC. 
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The 


Graces... 


and how they help make your advertising 
more meaningful to millions of young women 


Meet a girl who’s a trio, all by herself... and’ 
the music’s mighty sweet to advertisers’ ears. Of 
course, Grace has more than natural talent. By 
education, and by training (over the years she’s 
been an editorial specialist for top-flight national 
publications), she’s doing the thing she does best. 

You ought to know Grace Anne Hufner better. 
She’s Home Service Director of the Fawcett Young 
Women’s Group. Her interests are three .. . 
Beauty, Babies and Fashion. Several million 
young women read her feature sections each month 
in True Confessions and Motion Picture. They 
need them. They like them. They write her about 
them, and about their problems. 

Grace’s many pages on these subjects cover the 
practical as well as the pretty. And most of her 
millions of fans never see this kind of material 
anywhere else . . . 93.39% of the readers of True 
Confessions, for example, do not read the general 
monthlies . . . 81.8% do not read the mass week- 
lies . . . 85.4% do not read the women’s service 
books . . . 81.2% do not read the grocery store 
publications. 

Grace Hufner’s all-out editorial service columns 
on Beauty, Babies and Fashion are just another 
reason why so many advertisers find so favorable 
an “atmosphere for sales” here in the Fawcett 
Young Women’s Group. And, when you add eco- 
nomics to environment . . . more 18 to 25’s per 
dollar here than any screen-romance combination 


... well, come on in! 


DRUG & COSMETIC 
ADVERTISERS 


(Partial List) 


Bourjois 
Bristol-Myers 
Burlington Milis 
Chesebrough-Pond's 
Colgate-Pailmolive 
*Coty 
*Exquisite Form 
Gerber Products 
B. F. Goodrich 
H. J. Heinz 
*Holene Curtis 
*Homemakers Products 
*Houbigant Sales 
House of Westmore . 
Int “rnational Cellucotton 
International Latex 
Andrew Jergens 
Johnson & Johnson 
*Lady Esther 
Lehn & Fink 
Maiden Form 
Maybelline 
McKesson & Robbins 
Mennen 
Miles Laboratories 
Nestie-LeMur 
*Northam Warren 
Norwich Pharmacal 
Pearson Pharmacal 
Procter & Gambie 
Pyramid Rubber 
Revion 
Seagram 
Sterling Drug 
Tampax 
Toni-Gillette 
U. S. Rubber 
Warner-Lambert 


*New in '56 


Fawcett’ Women’s Group 


TRUE CONFESSIONS 


MOTION PICTURE 


New York + Detroit - Chicago + San Francisco - Los Angeles 
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Baldwin, Bowers Gets Sealtesi|Cream Corp., Schenectady, effec-; which formerly handled tv spots | 


Baldwin, Bowers & Strachan, 
Buffalo, has been named sole 
agency for Sealtest ice cream and 
dairy products of General Ice 


Philadelphia. Baldwin, 


tive March 1. The account former- 
ly was split among several agen- 
cies, including McKee & Albright, 
Bowers, 


In Fort Wayne They Ride! 


Auto Manufacturers Assoc. Survey 
Shows 1 Car for 3.1 People Here! 


Fort Wayne ranks among the 12 cities in the nation 
(100,000 to 200,000 pop.) with the greatest concentration 
of passenger cars. It's the only city in Indiana and one 
of 3 in the midwest to appear on the list. 


WRITE FOR GOLDEN ZONE MARKET BOOK 
FORT WAYNE NEWSPAPERS, INC., Agent 


Che News-Sentinel © THe JouRNAL-GAZETTE 


Represented by Allen-Klapp Co.—New York—Chicago—Detroit—San Francisco 


FORT WAYNE 


only in upstate New York for the 
aceount, now will handle all ad- 
|vertising for the ice cream and 
| dairy products. 


| 


“Breeder's Gazette’ Gains 

In the 1955-54 advertising rev-| 
enue figures of magazines, pub-| 
lished in AA Jan. 16, figures sup- 
plied to Apvertisinc AcE for 
Breeder's Gazette were reversed 
for 1954 and 1955. Therefore, | 
Breeder’s Gazette's advertising | 
revenue in 1955 was $209,505, not} 
$187,180; revenue for °54 was} 
| $187,180, not $209,505. The nel 
| cent change actually represented a} 
}gain of 12%; the —11% reported | 


is incorrect. 
Robert Levy Associates Bows | 

Robert Levy, formerly divisional | 
sales manager, flexible packaging 
| division, Container Corp. of Amer- 
ica, has opened a new packaging 
consultant service, Robert Levy & 
Associates, at 314 W. Superior St., 
Chicago. The company will pro- 
vide services for manufacturers 


the best buy 


with one 


The Dutch, no novices at good buys, pulled a whopper 
when they had Manhattan Island wrapped as a gift 


exception 


for twenty-four dollars and some odd change... As 
the man said, you can’t hardly get buys like that no 


Advertising Age, February 13, 1956 


Mitchell 


Dougherty 

Jillson Hauger 
DMAA WINNERS—At an exhibit of Direct Mail Advertising Assn.’s 
“Best of Industry” award winners in Tulsa, sponsored by the Tul- 
sa Advertising Federation, are Don K. Reece and Joe R. Jillson, 
Dowell Inc.; S. H. Rourke, Oil & Gas Journal; Ted Dougherty, 
Rogers & Smith, Potts-Turnbull, Kansas City, Mo.; Don Mitchell 


Reece Rourke 


and Leslie S. Hauger, Watts-Payne Advertising. 


who do not have full packaging 
staff facilities. 


Warren & Litzenberger Adds 2 

Tel-A-Story Inc., Davenport, 
Ia., has appointed Warren & Lit- 
zenberger, Davenport, to handle 
its advertising. The company 
makes portable automatic pro- 
jectors using 35mm transparencies 
in color. The agency also has been 
named to handle advertising for 
Heyer Mfg. & Sales Co., Mill- 
edgeville, Ill., maker of steel picnic 
table frames, work bench frames 
and other steel products. 


Opportunity Publishing Elects 

Opportunity Publishing Co., Chi- 
cago, publisher of Salesman’s Op- 
portunity, has elected Leon T. 
Kulikowski, formerly assistant to 
the publisher, president of the 
company. Adam H. Kulikowski, 
formerly president, has been 
named chairman of the board, a 
new post. The new board chair- 


man continues as editor and pub- 
lisher, a position he has held 
since 1935. 


Ad Council Exhibit on Preview 

The People’s Capitalism Exhib- 
it, planned by the Advertising 
Council for the U. S. Information 
Agency, will be given a* public 
preview in Washington Feb. 14-22, 
before it is toured overseas. The 
animated, three-dimensional dis- 
play demonstrates how America’s 
peaceful economic revolution has 
evolved a new system of “people’s 
capitalism.” McCann-Erickson is 
the volunteer agency. 


Gerard Fowler Named VP 

Gerard S. Fowler, formerly in 
charge of cosmetic sales of the 
Lambert-Hudson division, Warn- 
er-Lambert Pharmaceutical Co., 
New York, manufacturer of Du 
Barry, Richard Hudnut and other 
beauty preparations, has been 
named vp for cosmetic merchan- 
dising and advertising. 


break resistant 


—with these unique features 


i meimac 
Wii 


dinnerware 


AMERICAN CYANAMID CO. 


During 1955, American Cyanamid Company 


used 334,239 Fairchild 
51 separate mailings. 


List Division names in 


FAIRCHILD LIST DIVISION 


PREMIUM MAILING LISTS IN THE MEN’S, WOMEN’S AND CHIL- 


DREN’S APPAREL INDUSTRIES, AS WELL AS IN THE HOME 
FURNISHINGS AND FOOTWEAR FIELDS. 


more. But you can get the next 


MEN’S WEAR 


Magazine best buy: the most reliable 


> Commission of 15% paid advertising agencies on 


— the addressing costs of Fairchild mailing lists. 


source of FASHION NEWS in the industry today— 
7 East 12th Street. New York 3 


MEN’S WEAR Magazine. It is considered by most 
FAIRCHILD LIST DIVISION, 7 East 12th St., N.Y. 3 


Send me free of charge the complete details on mailing lists 
in the fields checked: 


(0 Men’s apparel (0 Women’s & children’s apparel 
© Home furnishings 0 Shoes 


as THE LEADING FASHION PUBLICATION in the 


field. At $3 worth of wampum a year, it’s a steal! 
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What men don’t understand 


about 


We’ve observed that women, as befits the Superior 
Sex, have a gently superior air about men’s hobbies. 


This starts in about the 8th grade. When boys are still 
collecting beetles, girls have begun to collect beaus. They 
know what’s important to the human race. 


So courage, man, if you must take up fly-fishing, photog- 
raphy, or inlaid cabinetry. Just don’t expect your wife to 
glow over your purchase of a $175 Gadgetmaster—when she 
has to wrestle with the weekly grocery bills. 


women and hobbies 


This profound difference in interests between men ana 
women, baffling though it is to men, is crystal-clear to 
Ladies’ Home Journal. This is why the Journal dedicates 
itself completely to all a woman’s interest. 


It is probably because the Journal understands women so 
well that it is the No. 1 way to influence women. 

And this is probably why advertisers invest more money 
in Ladies’ Home Journal than in any other magazine edited 
for women. 


Never underestimate the power 
of the magazine that understands women... 


a 


JOURNAL ——- 


N oO. 1 in circulation, newsstand sales and advertising revenue among all magazines edited for women 
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Outdoor 
Advertising 


for more 


Put your Advertising Outdoors and Watch America Go Buy! 
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“SEE-POWER”’ 


LEO W. BAYLES, President 
Drake Bakeries Incorporated, says: 


“Practically all of our appropriation for Drake’s Cake goes into Outdoor Adver- 
tising. It fits our regional pattern of distribution . . . its pictorial copy in full 
color gives us the maximum in human interest and appetite appeal . 

provides the most complete coverage obtainable in advertising to reach con- 
sumers, our route men, and the many outlets through which our products are 
sold ...it provides everyday repetition. How is it doing? Well, our sales 


are increasing.” 


OUTDOOR TELLS COMPLETE STORY 


National advertisers such as Drake Bakeries can tell their complete selling story with 
OUTDOOR. Their sales messages are seen by more people more often (according 
to latest T.A.B.* and POLITZ studies). Cost? Only 15c per 1000 for average national 
campaign. And it’s so easy to read all of a poster. 


*Traffic Audit Bureau 
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NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


Love at first bite 


Drake's 


YANKEE DOODLES |» 


Se Rr 


a 


‘oster designed by Young & Rubicam, Inc. 


e ~ ~ OUTDOOR ADVERTISING INCORPORATED 
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60 EAST 42nd STREET, NEW YORK 17, N. Y. 


ATLANTA + BOSTON + CHICAGO + DETROIT + HOUSTON + LOS ANGELES 
PHILADELPHIA + ST. LOUIS + SAN FRANCISCO « SEATTLE 


Copyright 1956 Outdoor Advertising Inc. 
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The NEWS of the ROCKIES 


In 10 retail classifications with 7.7 million 
lines total, the News carried 62.4% of the 
linage and 53.8% of the dollars. 


(Media Records 1955) 


ae a 


Top Hudson Dealer Switches to Ford: 
| Chicago's Ford Dealers Gnash Teeth 


(Continued from Page 3) 
pointedly that Chicago’s Ford deal- 
ers “don’t have the penetration of 
the market they enjoyed a year 
ago.” As a result, he said, the 
market needs another dealer—and 
Ford feels it is lucky to get Mr. 
Moran. 

Mr. Moran announced that he| 


|to his present status as car sales- 


man and tv personality has been a 
phenomenal one. Before World 
War II he owned three gas stations 
—he had gone into business at 18 
with a bankroll of $365. 

After two years in service he 


‘bought out a Ford dealer in Chi- 


cago Heights in 1946. He sold 


chose Ford over other car manu- | Fords, but never applied for or re- 


facturers because he felt he could | 


| ceived a Ford franchise. He got his 


sell more cars, and that he felt| first dealership from Hudson early 
Fords have greater public accep-|in 1948 and moved to Chicago’s 


tance. He disclosed that he has 


west side several months later 


$1,000,000 worth of new Hudsons / where he is currently located. 


in his showrooms. 
| Sell them before March 1. 

| Mr. Moran, owner of Courtesy | 
| Motors Sales, also announced that | 
he will use newspapers, tv and 
|radio to announce the switci'. He 
| predicted that his advertising bud- 
|get for this year will increase, but 
he was unable to say how much 
|the increase would be. 

| The rise of the “courtesy man” 


He hopes to) 


= Mr. Moran’s biggest gamble oc- 
curred in February, 1949, when he 
decided to spend $1,500 weekly 
to sponsor wrestling shows on 
WENR-TV (now WBKB). At that 
time there were only 50,000 
tv sets in Chicago, 4,000 of them in 
taverns. He prepared his commer- 
cials and show with the aid of 
Hal Barkin of Malcolm-Howard 


-) 


he advertising representative from 

EBONY magazine who calls on you 
is a thoroughly well-qualified advertising 
sales promotion man. He has had close, first- 
hand experience with Negro buying habits... 
Negro likes and dislikes ...and what motivates 
the Negro to buy or not to buy products that are 
advertised to him. The representative from 
EBONY brings to your selling problem the accu- 
mulated knowledge of hundreds of companies 
that have successfully used America’s No. 1 


an wt 


Negro advertising medium. He has market data 
that is without equal and statistical information 
on the Negro that will open your eyes to new 
sales opportunities in many markets where you 
could do a better selling job. Bring your thinking 
up to date on the buying potential of America’s 
16 million Negroes and their responsiveness to 
products that are advertised to them in a maga- 
zine they read and believe in. Increase your 
sales in this readily accessible market. Let the 
EBONY representative bring you the FACTS. 


CHICAGO: 1820 Ss. <—— meal 5-1000 


NEW YORK: 55 W. 42nd 


LOS ANGELES: 1127 Wilshi 
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| Advertising. Malcolm-Howard is 
still his agency. 

| During commercial time that 
first night, cars were wheeled be- 
fore the camera, which was located 
in front of the building where 
WENR-TV had its studios. Mr. 
Moran, using a friendly, low-pres- 
sure sales pitch, told listeners that 
his used cars were in “the most 
perfect condition it was possible to 
put them in” instead of the “per- 
fect condition” routine. 


& The following day more than 
1,500 persons jammed Courtesy 
Motors. Sales jumped 75% the 
first month and have been jump- 
ing since. Since becoming a Hud- 
son dealer, Mr. Moran has sold an 
estimated 26,000 new cars (4,000 
yearly for the last six years) and 
more than 50,900 used cars, which 
he claims makes him the biggest 
seller of used cars in the world. 

Advertising budgets also have 
increased since 1948. In °48, he 
spent an estimated $10,000. Al- 
though exact figures were not 
made public, it was estimated that 
his ’55 ad budget ran between 
$750,000 and $1,000,000. Almost all 
of the advertising has been in tv, 
although some institutional news- 
paper ads have been run. 

Courtesy Motors now sponsors 
two. tv shows—a Sunday night 
show featuring movies on WGN- 
TV and a Friday night variety 
show on WBKB. Since his en- 
trance into tv he has always done 
his own commercials and master 
of ceremony chores. 

In addition, he has participated 
in numerous tv telethons to raise 
funds for various benefits. He has 
turned down at least one network 
emcee job to stay with his cars. 
He has been credited with raising 
many thousands of dollars for 
benefits. 


Hazel Bishop Promotes 
Sampler Beauty Box 

Hazel Bishop Inc., New York, is 
embarking on “the most extensive 
consumer sampling campaign in 
cosmetic history.” Ads will feature 
Hazel Bishop’s Sampler Beauty 
Box including introductory sizes of 
lipstick, compact makeup, Com- 
plexion Glow and liquid makeup. 
The campaign will use pages in 
more than 100 newspapers, includ- 
jing those distributing American 
Weekly, Parade and This Week 
Magazine. 

The sample offer is also being 
featured on Hazel Bishop tv shows 
including “This Is Your Life,” 
“The Garry Moore Show” and 
“The Bob Crosby Show,” as well 
as radio shows “Wendy Warren” 
and “Road of Life.” The sampling 
campaign is expected to reach its 
| peak during the first two weeks of 
March. Raymond Spector Co., New 
York, is the agency. 


| National Telefilm to Try 
'TV Film Production 

National Telefilm Associates, 
New York, which hitherto has con- 
fined itself to distributing tv films, 
will branch out into the production 
side of the business. A program 
development department has been 
set up to handle this assignment. 
[Its coordinator will be Abner J. 
Greshler, former president of York 
Pictures Corp., who will gather 
|riaterial for new shows. 
| A budget of $250,000 has been 
set aside for the early stages of 
production. The company will 
make pilots of six series intended 
for network or national spot sale. 
The first of these, “The Sheriff of 
Cochise,” a contemporary western, 
will go before the Desilu cameras 
in Hollywood soon. 


Shaw Box Promotes Two 

G. A. Mitchell, formerly adver- 
tising manager, has been named 
manager of product development 
of Shaw Box Crane & Hoist divi- 
sion, Manning, Maxwell & Moore, 
Muskegon, Mich. At the same time, 
Richard C. Copley was promoted 
to advertising manager. 


ha ot ate, Goh ae Po eee 
cee Pr Poo Cer he She gh ie = ea 
VS ae a ee wT it ser se ad ate oP eS 
<n COR Coie, ae ‘e aS ee 
as Si , ony 2 | Piet! pee 
ae RSs a i SE | a i ae — s 
eee ve Pi le Prete a es Sa 
Seay Res ae Ue " 
oss ee | s “ se 
Pad . aiid — 
pe 
ae 
ae 
ae PO % 
Tee : 
ee 
hee? 
eet, 4 
pee ee : 
pati 
2 : 
fale eB 
wae: 
Ros 
+ eh te 
Ser 
es 
or, 
ST thy 
eet ~~ 4 eee 
of. a eae oe =f y ~~" \S y : ig 
ie tT IP Tie Sie fy ta bee / : : 
1 ee ‘ ae ars a ‘ * epee 
ee , GO Shia Oar ee ie 
Se mee ET NS eo: 
re GR... ch ie one ‘ “s a 
pre Sy Ss 2, ye One ae: , ee +e ; 
re. AP GEOR ee, | ies m | 
* Ney 4 Wei Wai uA “Ny 4 tT . ae ae Mecen - mee 3 si’ gn ia 
acs dhe OTE nae OTR “Sm ee. 
beh: 3 ois i Sia Rie ee ee Sa” Calg ae ae ——— i oe aaa ] 
pep. eats 2 an” ieee i oS i ae Me 
ah ! ht Vong ; as e an ‘ - "4 
egy. 7) eS j : : Se 
ew . “ 2 i 
yu x cae , 
wi Ad {<< Teh BAe Pe “sae bs i 
A ff 3 Sere e . a Gey + . Sh haar ’ 
ae j ; ap SP ee i eee d = c ee pel eo 
ei . | 
Be 0 
il ani 
a _ 
Zn ~ 
ice ee oe ed . 
Be RO ER ete 
Fas SARIS ast : 
(cae wad hae — ——_—____—_ 
om eee ie af — 
Megs eli ad aw ‘gta gamete og 
Jeg $e on ate . area : 
Prey a a a us ia 
ave a i 2 aed : ne Tie 
pois Bee sit % neettes ee 
Ty be nae ; ea 
, eae as. | \ ae 
me og pee a: " 3 
La Daten es 
Be Ses. ; ie 
aN Le, e 
+ pet ¢ : 
pee, 7 eet is _ cee ee, 
Mead wat SP ae ¢" OFS ey ase es 
er Walt ¢ a 
BY i fea ‘ : a 
ai os a 
we in hee , eae 
ah 4 ae > ote fe ‘ 
hae Fe ats eogae Ae tad, “ew Ciera E 
ey Ror 4 me (es! eas o: rs 
fe 4 ~ i, ae res ee St e4 4 ° ey * r a 
i re ep ge area ae pete ' ‘ ha ee eS ae ; 
Ay CR ae & 
fe ee. at eh Sa ee she i 5 
pat a Bare ey ee } on i - 
a5 Bees fe Se ot ale at Ft eee : 
bee i Pan meg Rae Pig ate Sy ri AR Hs 2 
nll eos Bee ey ote anda gaan tS : eee ; 
a FE SIGE A Fh 2 ee te an 7 —s 
Hs 34 Ge yee i Rie Bee ee i He ea a : 
3) a eee De z 
a : ft q ti. et : Eee ae ‘ ¥ R 
at ee s. . it ee St ois w e 4 Soe 4 
eu Re ce PPS Fn ty. A Manis laa a a) ; ‘ 
noe = fre” SAS hea ee " es : : P es ; , 
ei, « Sees atten 0-4 St ee : Pi : : * 
i th cL eae doe ea § ee hee, pea hd pe ij > ae 
Aa Ph Cone ee Beate ¥ : “ae 
= BRE Obese Se eae ee (eh feo tf ‘ 1g I a % 
ie te tei Min ee 89 ge LR kes : ie ah Ae rere art a 
eh steed Ty : cee Tees ee ny = ' TUE Sx: m7 ep Paki te . 
ad PEN. tal os Bak tt. nao Galeton SS ag ae F ’ . 6D ne, Cour . 
é aed eo ae SE ae 2 re on ay ; Cee iy hee es 
io © cwbieea he iss eters See 63 = : pore! Shae | i , 
als € ‘ ee ee A Ng ie 2d 5 con ; BM Sagi. ee SU c 
Be 3’ p P}- ee FF « ; a jue S Sal, & Fj ; ae. ae oe ee a ee 
wed e3 Ene pg an Sie ara Cn Sa ae ; ane Bee, gh a Bee ae 
eer ca a Piaces a ie i 4 . ‘ t ame ive te “Se. 2a 
pea Pau Age mek fs Vee et Se et fe PP) yee) Seema ree 
eK Henge FEE ae sh es vt i ? a Y aeegee 
eat ay adh aes % 7 ae ges gris wee” ; ae Pye 2h ee ee aoe 
cae © ig Big anh 7 uetacl : ’ , ni ee re eee ae 
ee GS Aes 4 a wie iam ee : Rs, Za r . a “ieee Me a 
att rt fe? } Oe ee 4 oc. ae 
, r ef hte eh j Bee sid ie: ‘ s ant’ 1 a Ree a aa eee a 
wath YL ee ee . 3 > te Mase Sena ap : sail PS ret Boo. ee} ies ae 
SIti§ “eae ai. ee ; See. ae Be toe?” - : Be et Da Ol a 
Lvs Maren taty oe es ie as dis FF ; eS ae ae 
ale he, ‘et See, is Eten ee he hui. 3 , Se Nei ros are ee 
ne, ; Leer eke jl RE ee all Yon at > ie ee Pee) 
is i re” fhe “oh exe aie a oh See 8 ses an ies) are | mn 
‘Shea Se ANA cee ea otawke a eee eee ae ay sae Fee a ae ae a2 , 
ry wer % avd yg eas 2 aS een rene : wr: Se a wae Bria: 
Pak Ge vcetite os Fear oe fee hese ee Suen : f i ey ett! 3) aa : 
ra spe | 2Oy EN Oy ¥ air, aoa aes Syaae ae hes eam a foe ee. er ee jee 
ac ee Seam Yaa Eee ! oe OS ears i vile, , ane oy 5 ee Be 
hy i ay Se Bo RTL arate eres ie ee a te . a Soyer i ae pees 
igh 1 AE TR oe ae ap i ae "Vu ee es ef Ses ae us ia oo 
eis - ogg Pe ia a ee Oh i ad neat a as oe : ee ss ae a ee See ie 
yeieg, es wont ee Se ec ae ; a a eee ee ee, pee 
aa % Pest hata tp Sle do Me Sw We * chee ep : 1 ee > er el Thies ee 
r hed ea eh oe a me Per et Se 4 = ~ * i 22 he Sa me 4 1 eg ee 
(ice wit Ba" Wit ei. al) Rae be deaaae aie 2 a int : ex) oe eee ae a a ee aan a. 3 - i 
on Pils eee Spt ae ge iia Bee a ee Bo. 2, ae a ind ee ae ra } 
ru fy Pee ty Sas ee ae ERs ae a oes Se vege oe ae ie re as a HN og 
eee inte et 6 PT ae otes he ta +e : Mocks A ail aie ee ie s ut Pega. @ Pk : 
te oT Sale AIS sh EEN, RSs SORE on Ri ots hee aaa a So Se tll oe 
eae (Sei. ee eee ee Prete 0 « ‘ap Nd Bee es See a oa " Bee! es cae: * ae 
be arp ne? tes, Sy toe Si oe — # ae oe Oleg . S25) 2 
Par, MEE wee te aban hot Se PERE as oS ee RY Ages Coat ae yo RM Se , eee a! a - 
E> Ee Ee Wo ic ian Oa gta a eek £ ae a ) ‘ i ies Peete elt eo 
hax Sy Wi Phe oie er De amas n boo or - : ear 2 Be, bof Cacti oe and a 
ek YY RABY Ae Anes — ee | lea ey 2 Sa a ae ee eee = 
ae a ee aw rip oe ‘Peas e cal a Ve A ie ran ee < epee dx 3 Bers! eae ‘ ape 5 Rap ce * * 
ee Bat agen he rye i eh ee Sa ey de oped a a a ng ee vo. ae ‘ 
a ar ee > i op Aetattlaee ommore nena eg Mae ee aoe tO Sis 
4: ‘ tL fl a as Si Silos i. cain ola i alll gigs gee ‘i hi ne : ss Pet bene. a 
ae , - P ee 5 a ee Be eee 
a! A ‘ ——————— 1 ae re oo 
— 
oi 7] 
aie 
a 
ee 
Bs 
= 
Bos 
Bar « 
a 
= 
be 
ae 
f+ ¢ 
t Pie a a mE ie athe ees We t } 
- ee ah oted AE s x 
2 : 2. ait pee a 5 it oe ~ od 
soy oh NE a Se i) Pry tae Oa 
Bele sb aes { Br a a 
2 oe hee i a ee x 
> iy Bee pi / Se: “ppe yt 
rod Retin - ; f = ‘ cee 
¥ Te ars, i) 4 i 
ig ee yt S t ike F ae =s 
Re her | : 
b ois eee a, SG 4 me. ee 5 ee vi re _ eae 
ee : er ts £ a ee Nee | es K : Be a 
aS ates mb WP ea he py | ee he oe | 
4 ) Y . = ; ? . ee 
ie ; oe jivd.- Mutual S301 
ec? idan ‘ ie F ‘ oe 
ts i ? Dre | 
Pg TS EER ae ag . | : 
" ery CS eae, % ‘Mes ~ . , ; 
Me ee in Mace ate. rls. : 
at ee a Se ee Taio es) reas 
oe prcaas S. Se ee ee * Res tly Soe BET te benny ae eee) 
hye | ‘ <5 4 : see 
= oar : a Y Bes eh ¥ . i : : 
. : : a x aa) ll eS > a 
. See | _ Spader ; 
. os a ae ae eee } 
. NS 
- acces SaaS i eR am ™ a 
shige 


Advertising Age, February 13, 1956 


“world’s largest 


First—Don Allen, 

Chevrolet dealer,” became the first 

dealer to advertise in Time, with 

this Feb. 6 insertion. The ad also 

ran in the Wall Street Journal Jan. 

19. Miller Advertising, New York, 
is the agency. 


Nielsen Sets Up 
Schedule for ‘56 


Coverage Survey 
(Continued from Page 3) 


H. James, Nielsen vp. This is the 
second national radio-tv coverage 
survey undertaken by the com- 
pany. The previous, made in 1952, 
is still widely used. 


® The technique employed by the 
company includes interviews by 
field workers, numbering about 
200, and covering areas comprising 
about half the population of the 
U.S., while the remainder of the 
country will be reached through 
mail questionnaires. The work of 
the personal interviewers will be 
supplemented with mail surveys to 
check the accuracy of the findings. 
The samples selected, which in- 
clude homes covered by the Audi- 
meter and Recordimeter for Niel- 
sen listener reports, will be on a 
probability design. 

It is expected that the survey 
will produce response from 125,- 
000 homes, which will provide 
data on radio listening plus infor- 
mation on television from perhaps 
80,000 of these homes. Question- 
naires for the two media are sepa- 
rate. Premiums offered to respond- 
ents are expected to stimulate re- 
turns but sufficient remailings will 
be made to assure at least a 50% 
response. 

The questionnaires cover all de- 
tails of radio listening and tele- 
viewing, and emphasize out-of- 
home activity as well as at-home 
reception. The samples have been 
selected to enable both local and 
national projections to be made. 


® The reports will show monthly 
coverage and weekly and daily 
circulation totals for each station. 


| has 


Totals for subscribing networks 
will be compiled by eliminating 
duplicate stations reported for each 
network by listeners and viewers. | 

While Nielsen has not indicated | 
the cost of the research, it is be-| 
lieved that this is a $1, 000,000 
project. 

Decision to proceed with the | 
Nielsen Coverage Service was con- 
firmed several weeks ago, after 
orders had been received from 300) 
stations, 56 advertisers and three | 
networks. The company reported 


that demand for the new service 
had come from many users of the 
earlier report, who felt that in 
view of the number of new televi- 
sion and radio stations and shifts 
in the listening patterns, the data 
should be brought up to date. 


Australia Gets CBS Films 

CBS Television Film Sales, New 
York, has sold four of its shows 
for airing in Australia, where com- 
mercial programming is expected 


|to begin next fall. The programs: 


“Annie Oakley,” “San Francisco 
Beat,” “Life With Father” and 
CBS Newsfilm. The latter, which 
is said to be the only news service 


produced especially for tv, now) 
14 foreign|Como. This is something Jackie’s 


been sold in 


countries. 


Gleason Wins, 


‘Honeymooners’ 
Gets 8 P.M. Spot 


New York, Feb. 10—Jackie 
Gleason has won his fight with 
CBS-TV. It remains to be seen 
how he will do in the sizzling rat- 
ing battle with NBC’s Perry Como. 

Effective Feb. 18, the Gleason 
show, “The Honeymooners,” will 


| switch to 8 p.m., EST, for an even 


start with the fast climbing Mr. 


sponsor, Buick, and Kudner Agen- 


cy have been clamoring for ever 
since his ratings started slipping. 

Gleason will be followed at 8: 30, 
by the Gleason Enterprises-pro- 
duced “Stage Show,” sponsored 
by Nestle Co. Old Gold’s “Two for | 
the Money,” which reportedly had 
a gentleman’s agreement with CBS 
that it could follow Gleason, stays 
put in the 9 o’clock spot—at least 
for the time being. 


® The rotund comedian was all 


for the move to 8, but his much-| 


publicized fight with the network 
started when he accused CBS of 
trying to move “Stage Show” to 
9 p.m. in order to accommodate 
Old Gold or drop the show alto- 


gether for a new situation comedy | 


called “Joe and Mabel.” 


21 


CBS executives remained offi- 
| clally quiet while Mr. Gleason 
sounded off against their efforts 
“to push” performers and sponsors 
around. He insisted that Nestle 
was satisfied with “Stage Show” 
and the company backed him in 
that stand. 


Glenmore Moves N. Y. Office 


The New York sales office of 
Glenmore Distilleries Co., Louis- 
ville (producer of Kentucky Tav- 
ern, Glenmore, Old Thompson and 
Yellowstone whiskies, and import- 
er of King’s Ransom and House of 


|'Lords Scotch whiskies), has been 
|'moved to the new Port of New 


York Authority bus terminal, 625 
Eighth Ave., New York. 


has the 


audience sewed up | 


in the Huntington- 13. 

Charleston 14. 
television market . 

with 25 out of 27 

top night-time 18. 

shows* 19. 

20. 

: 21 . 

1} 22. 

23. 


— a ee ee ee eee 
AT TTT Ti emma meee 
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10. 
11. 
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Perry Como WSAZ-TV. 

Big Story WSAZ-TV 

Fireside Theatre WSAZ-TV. 
Life of Reilly WSAZ-TV 
Lassie Station B 

Lux Video Theatre WSAZ-TV 
Colgate Comedy Hour WSAZ-TV 
Bob Hope WSAZ-TV 
Saturday Night Jamboree WSsAz-Tv " 
People Are Funny WSAZ-TV 
Groucho Marx WSAZ-TV 

12. Waterfront wWSAZ-TV 

Big Town WSAZ-TV 

Big Surprise WSAZ-TV 
15. Robert Montgomery wWSAz-TV 
16., Grand Old Opry wsAz-Tv 

17. Ford Theatre WSAZ-TV 
Father Knows Best wSAz-TVv 
Dragnet WSAZ-TV 

| Love Lucy Station B 
George Gobel wsAz-Tv 
Producer’s Showcase WSAZ-TV 
Truth or Consequences WSAZ-TV 
Loretta Young WSAZ-TV 

. Wild Bill Hickok wsaz-Tv 
People’s Choice wSAz-Tv 
This Is Your Life WSAZ-TV 


*and all the top 
cumulative daytime 
ratings, too, according 
to ARB, Nov. 1955. 
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_ Huntington & WGEY, 
Lawrence A, Rogers, Vice Presiden: « 
General Manager, WSAZ, Inc 
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Sh Aas Kiftine Vanities 


West Virginia 
CHANNEL 3 


chawes weg 


Represented national:, by 
‘The A 
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‘54 Retail Sales 
Hit $169 Billion, 
New Census Shows 


WASHINGTON, Feb. 7—The Cen- 
sus Bureau has completed the 
release of detailed preliminary fig- 
ures from the 1954 retailing census 
and reported that sales in 1954 to- 
taled $169.7 billion, up 32% from 
1948. 

In the series of releases pub- 
lished since November, the bureau 
has released state bulletins pro- 
viding retail population and sales 
for each state, for the nation’s 3,000 
counties and for communities of 
2,500 persons, broken down by 11 
lines of activity. 

The national summary released 


Jan. 31 gives state and regional | 
population and sales figures for 
the 11 lines of trade and total sales | 
figures for 49 selected standard 
metropolitan areas. 

Meanwhile the bureau has re- 
leased preliminary figures on 
wholesale trade in 1954 for 33 
states, for each county in these 
states, and for all the communities 
of over 2,500 persons in these 
States. Figures on service trades in 
the first three states in the series 
also are available. 


® The national summary for the 
preliminary report of the retail 
census shows the largest percent- 
age gains were in the West (38%) 
and South (37%). The North At- 
lantic and northeastern states 
groups gained 28% each. Florida, 
with 71%, had the largest percent- 
age state gain. Other leaders were 
Nevada (65%), New Mexico 
(54%), Arizona (50%), California 
(43%), Maryland (43%), North 
Carolina (43%), Virginia (41%) 
New Jersey (40%) and Georgia 
(40%). 

Food stores accounted for 23.3% 
of all retail sales, and the automo- 
tive group accounted for 17.6%. 

With the completion of the pre- 
liminary retail releases, the bureau 
currently is concentrating on a 
major summary report for the 1954 
census of manufactures, giving em- 
ployment, payroll and other gen- 
eral information for 180 industries, 
by state. 


® In about a month the bureau 
will begin issuing final reports by 
state from the retail census. While 
these will be similar to the pre- 
liminary reports and will provide 
information for the state, each 
county, and each community of 
2,500, the line-of-trade informa- 
tion will be broken down into 
about 80 trades, compared with 11 
lines of trade reported in the pre- 
liminary series. 


Auditing Company Charges 
Exclusion by Standard Rate 

Verified Audit Circulation Co., 
Los Angeles, and eight of its sub- 
scribing publishers have filed a 
complaint with the Federal Trade 
Commission and the Justice 
Department’s anti-trust division 
against Standard Rate & Data 
Service. Composed by John B. 
Knight, VAC president, the com- 
plaint charges that Standard Rate 
threatens the auditing company’s 
existence by refusing to print its 
symbol in publication reports. 

Instead, says the complaint, 
SRDS “insists upon showing VAC- 
audited publications to be sworn 
statement publications and unaud- 
ited and unverified.” Mr. Knight 
complained further that, as a re- 
sult, VAC has lost seven subscrib- 
ers in the last year. It still has 20 
left, he said. 


Scott Inc. Advances Scott 
Marshall Scott, with Scott Inc., 
Milwaukee, for the past two years, 
has been named radio and televi- 
sion director of the agency. It is 


headed by his father, Harry H. 
Scott. 


Glenn, Jordan Elects Stoetzel 
Glenn, Jordan, Stoetzel, nll 
has elected Herbert W. aero 
formerly exec vp and treasurer, 
president. Other officers elected 
include C. Norman Kirchner, exec 
vp; R. W. Neville, copy director, | 
and Ralph Rozema, production di-| 
rector, vps, and Alice Gierum, sec- 
retary and treasurer. 


Ross Roy Elects Loring VP 
Kenneth S. Loring, director of 
product analysis of Ross Roy Inc., 
Detroit, has been elected a vp of 
the agency. In addition to his prod-| 
uct analysis responsibilities, Mr. 
Loring also will head a special 


projects department. 
Ebasco Names Smith 

Albert W. Smith has been named 
assistant manager of the sales, 


‘marketing and public relations: 


consulting department of Ebasco | 
Services. Mr. Smith joined Ebasco 
in 1952 as advertising and sales 
promotion consultant to Ebasco 
clients. 


Sheldon 


Straka Rubenstein Cherry Amon 
ART OFFICERS—New officers for the Art Directors Club of Chicago 
are Burton Cherry, Burton Cherry & Associates, president; John W. 
Amon, Needham, Louis & Brorby, 1st vp; Orville Sheldon, Foote, 
Cone & Belding, 2nd vp; Leonard S. Rubenstein, Clinton E. Frank 
Inc., secretary, and Dean R. Straka, N. W. Ayer & Son, treasurer. 
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|McKibbin Named Senior A.E. 


| Frank L. McKibbin has joined 
| Stromberger, LaVene, McKenzie, 
Los Angeles, as a senior account 
| executive. His primary assignment 
will be on the account of General 
Petroleum. Mr. McKibbin recent- 
ly resigned from Dan B. Miner 
|Co., Los Angeles. Prior to that he 
| was with McCann-Erickson, Los 
| Angeles, for five years. 


Wesco Paints to Boone 

Wesco Waterpaint Co. West 
| Coast division of National Gypsum 
Co., has appointed Philip S. Boone 
& Associates, San Francisco, to di- 
rect all advertising of the com- 
pany’s Gold Bond and Wesco paint 
products in nine western states. 


Walker Names Samuels A. E. 

W. S. Walker Advertising, Pitts- 
burgh, has appointed William D. 
Samuels an account executive. Mr. 
Samuels formerly was industrial 
assistant to the advertising man- 
ager of Rockwell Mfg. Co. 


New! New! 
THE DETROIT TIMES 


becomes Michigan’s 


MOST MODERN NEWSPAPER 


KEEP up wit THE TIMES © 


... with the best in NEW PRESSES for the finest in new-day 


... with NEW and LARGER PAGE SIZE, 308 instead of 280 
lines deep, for larger news content, greater advertising display. 


(Available February 1st.) 


... with NEW R.O.P. COLOR . vivid 2-color 


(available 


February 1st), 3-color and 4-color (available about March 15th) 
printing both daily and Sunday to put new drama and impact 


into your advertisements. 
ith NEW excellence of EDITORIAL CONTENT, 


more and 


crisper local and world-gathered news, more top-flight features, 


with NEW PICTORIAL LIVING, Detroit’s one 


to grip and hold the attention of this newspaper’s mass reading 
udience. 


real spar. 


" ling Sunday Magazine donein the Newest of ROTOGRAVURE. 


First issue February 12—see opposite page. 


Thus does this forward-looking newspaper “In the Heart of the 
Michigan Market” (the Detroit marketing area) leap ahead to 


NEW leadership. 


To move your merchandise or services in this rich, progressive 


market, it will pay you to... 


BY 


THE DETROIT hi 


Represented Nationally by Hearst Advertising Service Inc. 
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Proposed N.Y. Law 
Asks Equal Money 
Deposit for Coupons 


ALBANY, N. Y., Feb. 7—As-| 
semblyman Caffrey of Buffalo has | 
introduced a bill in the state leg- 
islature to require stores or cor- 
porations which sell redeemable 
coupons to place on deposit in a| 
bank an amount equal to the cash | 
value of the coupons. The money 
would be held until the coupons | 
were redeemed. 


Mr. Caffrey said such a practice | : 
would provide protection for cus- |JAMES F. RYAN, account executive 


tomers who lose coupons or are |@t Donahue & Coe, New York, has 
unable to redeem them for cash been elected a vp and account 
or merchandise. He also said it supervisor. 

would prevent “unearned profit” 
by sale of coupons. 


Shaw Heads Drug PR 
Vernell’s to Martin & Tuttle Chet Shaw, former managing 
Vernell’s Buttermints Inc., Se-|editor of Newsweek, has been 
attle, has appointed Martin & Tut-|named executive director of an 
tle, Seattle, to handle its advertis-| industry-wide public relations 
ing. ‘program for the drug industry. 


New York, Feb. 7—What sug- 
gestions do stations and their rep- 
resentatives have for agency radio 
and tv time buyers? 

This question was posed to 60 
leading station men and represen- 
tatives via a questionnaire by Rog- 
er Bumstead, media director of 
David J. Mahoney Inc. Mr. Bum- 
stead made his personal survey 


in preparation for a speech before 
the time buying and selling semi- 
nar of the Radio & Television Ex- 
|ecutives Society here. He con- 
densed the suggestions into four 
|major points: 

| 1. “Time buyers should be more 
‘familiar with markets and should 
take the same interest in sales 
problems and distribution that 
most space buyers do.” 

2. “Agencies should have per- 
sonnel policies requiring better 
trained people for time buying jobs 
and should give them more au- 


Get Better Time Buyers, Give Them Better 
Support, Bumstead Urges Agencies 


thority. Good buyers deserve the 
confidence of their account execu- 
tives and agency managements.” 

3. “Campaigns should be planned 
well in advance of the starting 
dates. The eleventh-hour buy is 
never the best of what might have 
been had.” 

4. “Buyers should be in a posi- 
tion to depend more on their judg- 
ment and experience than on im- 
perfect formulas and yardsticks.” 


= Mr. Bumstead said the consen- 
sus of the respondents was that 
an advertiser with an “adequate 
budget” can clear prime evening 
spot time “if his agency recom- 
mends the move to spot tv at cer- 
tain times of the year, with ad- 
vance notice and strong time 
buyers.” 
Among tv trends he noted: 


e New tv money is going mostly 
into daytime, with emphasis on 


New! New! 


oe 
rs 
NEW—PICTORIAL LIVING 


The NEW PICTORIAL LIVING will reach and influence the 
buying habits of 521,878 Detroit Sunday Times reading 
families representing two million Detroit Times “people.” 

The editorial emphasis, combining quality and mass appeal, 
will be upon modern living in the home . . . what is new for 


the home and what creates better living for the family. 
issue will contain something of major interest to each 
member of the household. 


The NEW PICTORIAL LIVING will be primarily a local 
Detroit product, written and illustrated for local interest. 
Yet it will also contain humor, entertainment and authoritative 


articles by nationally famous writers, columnists and 
illustrators. 


Advertisers who use the NEW PICTORIAL LIVING will 
profit by getting top editorial impact, huge Sunday coverage, 
high home-delivered circulation and brilliant rotogravure 


reproduction. 


The NEW PICTORIAL LIVING of the Detroit Times Is 
Represented Nationally by Hearst Advertising Service Inc. 


Every 
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afternoon periods. Kid shows and 
late evening time also are getting 
attention. 


e There is a tendency to neglect 
news and news anaiysis programs. 


e Improved daytime programming 
and the move to spectaculars. 

In radio, the respondents saw 
programming veering toward pop- 
ular music, news and personal 
service shows, with stronger em- 
phasis on station personality as 
well as performing personalities. 
They noted that rates are becom- 
ing stabilized with the adoption of 
one-rate policies and the inclusion 
of saturation packages on the 
cards. There is a slight trend to- 
ward longer runs for saturation 
buys. 


® Most of those queried said they 
thought that the network radio 
innovations have had little effect 
on spot radio, though a few felt 
that such shows as “Monitor” have 
helped to “reglamorize” radio. 
Among the radio trends noted: 


e The trend to music end news 
programming. t 


e The return to radio by major 
advertisers. 


e The resurgence of good radio 
station management. “The well 
managed station is getting richer, 
and the inept are starving.” 


@ The emphasis on the localized 
aspect of radio. 


‘Danbury News-Times’ Elects 
Ottaway President, Publisher 

James H. Ottaway, Endicott, 
N. Y., has been elected president 
and publisher of the 119-year-old 
News-Times, Danbury, Conn., 
daily. Mr. Ottaway, president of 
Ottaway Newspapers-Radio Inc., 
heads a group of dailies and radio 
stations in New York and Pennsyl- 
vania. He and his associates an- 
nounced in July, 1955, they had 
taken an option on a controlling 
interest in the News-Times and 
that they would shortly take over 
active control. 

Other new officers are Byron E. 
French, vp; Eugene J. Brown, 
exec vp; Frank S. Stevens, vp and 
general manager; Mrs. Ruth B. 
Ottaway, secretary; Lyndon R. 
Boyd, assistant secretary, and 
Richard S. Rice, treasurer. Mr. 
Stevens and Mr. Rice were re- 
named to positions they have held 
for many years. 
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Another thinly disguised WJR success story 


Doesn't anyone have his WJR map yet? 


Mostly, they’re driving. Drivers buy auto 
insurance. They listen. 

They’re a loyal audience, too. That’s 
what Politz found. Why, 42 per cent of all 
the people in the area surveyed (merely 
part of our area, mind you!) demand their 
news from WJR. The others have to 
decide between 196 other stations. 

That’s why successful advertisers— 
who move goods fast in Detroit and the 
Great Lakes market—buy WJR. 

The Politz report explains the reasons 
for their success. Your ad manager prob- 
ably has a well-thumbed copy. Ask him 
for it. 


Last spring a WJR advertiser made five 
announcements offering free maps of 
Detroit’s new expressways. He had 2,387 
requests. 

He wasn’t surprised. After all, since he 
started on WJR in 1942 his insurance 
business has increased 800%. Any wonder 
he has renewed for 14 straight years? 

Here’s what this advertiser gets from 
WJR, as reported in a survey of radio 
listening in our area made by Alfred 
Politz Research, Inc.: 

Everyday, roughly 530,000 adults listen 
to WJR between 7 and 10 a.m.—when 
this newscast is heard. 242,000 are men. 


The Great Voice of the Great Lakes 


WIR... 


50,000 Watts CBS Radio Network 
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Department Store Sales... 


WASHINGTON, Feb. 9—Despite in-| 
clement weather about the coun- 
try, department store sales in the 
week ending Feb. 4 were 5% ahead 
of sales in the similar week of 
| 1955, the Federal Reserve Board 
| reports. 

For the four weeks ending Feb. 
4 sales were 5% ahead of 1955 and 
| year-to-date sales were 1% ahead. 
| Five of the 12 FRB districts re- 
Ported sales running behind 1955 
for the week of Feb. 4. Kansas City 
and Dallas sales were 3% behind. | 
Richmond and Atlanta sales were) 
2% behind and St. Louis sales were | 
1% behind. 

The remaining districts all re-| 
ported gains as follows: Boston, | 
6%; New York, 8%; Philadelphia, | 
15%; Cleveland, 12%; Chicago, | 
|3%; Minneapolis, 6%; St. Louis, 
6%. 
| A detailed breakdown of the) 
| sales in these districts will not be) 
| available until next week. For the 
| weeks ending Jan. 28 and Jan. 21, 
|detailed breakdown of sales are 
as foliows: 


| 


% Change from ‘55 
Week ending 


Reserve Jan. 


| Federal 
District, Area and City 21 28 
UNITED SUATES ............ ¢ 38 +8 
Boston District ...................... —t1 +9? 

Metropolitan Areas 

Bost —1 +9 
Downtown Boston .......... —2 +7 
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ee eee +15 +23 
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New York- 
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Wilkes-Barre—Hazleton . — 2 +2 
| Cleveland District ................ —3 +20 


Metropolitan Areas 


5% Gain Shown in Week Ending Feb. 4 


Department Store 
Sales Barometer 


Change from 1955 


Week Ended 
Feb. 4, 1956 a + 5% 


Jan. 1 to 


Feb. 4, 1956 é + 1% 
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Supermarkets’ Net 
Dipped Below 1% in 
‘55, Survey Shows 


WasHINGTON, Feb. 8—Profits of 
chain supermarkets in 1955 fell be- 
low 1¢ on the sales dollar. (For 
additional supermarket news, see 


8| story on Page 54.) 


Despite a substantial increase in 
sales from $16 billion in 1954 to 
$17 billion in ’55, net profits after 
taxes for the industry were down 
from $195,000,000 to less than 
$170,000,000 at year-end. 

These figures were released to- 
day by John A. Logan, president 
of the National Assn. of Food 
Chains. 

Mr. Logan reported that prelim- 


_inary figures from the NAFC-Har- 


vard study, compiled by the 
Harvard Bureau of Business Re- 
search, showed that profits last 
year were 0.99% of sales compared 
with 1.22% in ’54. The 12,000 su- 
permarkets and food stores oper- 
ated by 225 member companies of 
NAFC have annual average sales 
of $815,000 per store. 

The profit squeeze, Mr. Logan 
said, is being caused by rising costs 
and intensified competition in food 
retailing. The industry has found, 
he said, that profits of at least i¢ 
on the sales dollar are necessary 
to provide funds for reinvestment 
in the business and payments to 
stockholders. 


= “In addition to keen competition 
in food distribution with wide use 
of ‘free’ premiums and prizes to 
attract customers,” Mr. Logan said, 
“food stores compete for the con- 
sumer’s dollar with new tv sets, 
homes, furniture, electric appli- 
ances, automobiles and many other 
industries. 

“Costs of building and equip- 
ping new markets to keep pace 
with an expanding and shifting 
population,” he said, “continue to 
edge upward. Better wages for 
workers are a factor too. Payments 
to employes for the industry as a 
whole are estimated at about $1.2 
billion for ’55, an increase of near- 
ly $100,000,000 over °54.” 
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The Family Weekly 


SUPERCITY 


THESE ARE THE 106 MARKETS 
YOU CAN SELL 
THROUGH FAMILY WEEKLY 


ALABAMA: Anniston, Dothon, Florence-Sheffield-Tuscumbia-Muscle 
Shoals, Huntsville, Tuscaloosa » ARKANSAS: El Dorado, Hot Springs 
CALIFORNIA: Eureka, Monterey, Socramento, Sonta Barbora, Santa 
Rosa + COLORADO: Colorado Springs, Grand Junction, Pueblo 
CONNECTICUT: New Hoven » FLORIDA: Daytona Beach, Fort Myers, 
Gainesville, Sarasota, Tallah Tampo, West Paim Beoch 
GEORGIA: Albany, Rome + IDAHO: Boise, idaho Falls, Pocatello 
WLINOIS: Bloomington, Chompcign-Urbona, Danville, la Salle, 
Quincy, Springfield + INDIANA: Marion, New Albony + IOWA: 
Council Bluffs, Davenport, Dubyqve, Waterloo «+ KENTUCKY: Bowling 
Green, Owensboro, Paducah « LOUISIANA: Bogalusa » MASSA- 
CHUSETTS: Lowell « MICHIGAN: Grand Rapids + MINNESOTA: 
Albert lea «+ MISSISSIPPI: Biloxi-Gulfport, Greenville, Tupelo, 
Vicksburg » MISSOURI: Jefferson City * NEVADA: Los Vegas, Reno 
NEW JERSEY: Asbury Pork, New Brunswick, Trenton > NEW MEXICO: 
Senta Fe » NEW YORK: Binghamton, Elmira, Utica > NORTH CARO- 
LUINA: Concord, Solisbury « OHIO: Canton, Cosh Lima, Z iit 
OKLAHOMA: Duncan, Lowton, Muskogee + OREGON: Eugene 
PENNSYLVANIA: Lancoster + SOUTH CAROLINA: Florence 
SOUTH DAKOTA: Huron, Rapid City + TENNESSEE: Kingsport 
TEXAS: Abilene, Austin, Big Spring, Denison, Denton, Galveston, 
Kilgore, Lufkin, Marshall, Midland, Paris, Port Arthur, San Angelo, 


Snyder, Texarkana, Tyler, Victorio, Waco + UTAH: Logan, Ogden, 


Provo + VIRGINIA: Danville, Lynchburg, Suffolk « WASHINGTON: 
Pasto-Kennewick-Richiand, Wenotchee + WEST VIRGINIA: Beckley 
WISCONSIN: Racine « WYOMING: Casper, Cheyenne. 


NEW YORK 17, 17 East 45th Street 
DETROIT 2, 3-223 General Motors Building 
LOS ANGELES 25, 1416 Camden Avenue 
ORINDA, CALIF., 82 La Cuesta Road 


f OF 


ever lived... 
HALF ARE LIVING TODAY 


It is officially estimated that the total U.S. population will reach 168,000,000 early 
this year. At that point in 1956, based on a tabulation of the first census p/us births 
plus immigration, one of every two Americans who have lived since the United States 
began will be alive. 

Unbelievable but true, it is a dramatic statistic of America’s expanding population 
and prosperity. It should be of special significance to national advertisers. More new 
Americans arrive every year than were in the entire United States when the country 
was formed. 


Build NEW SALES in new GROWTH CENTERS! 


Think of it, 168,000,000 Americans in a gigantic national market that is busting 

out of our New Yorks and Chicagos into prosperous, growing, smaller cities coast- 
to-coast! General Motors, General Electric, Alcoa, Ford, National Homes, Fisher Body . . . 
the giants are leading the way to industrial decentralization with new plants, more jobs, bigger 
payrolls in bustling Hometown America. Those'are a few among the many corporations which 
have expanded recently into cities where the Sunday supplement of the influential local 
newspaper is FAMILY WEEKLY. 


FAMILY WEEKLY is on the GO where America is growing 
From 1950 to 1956, population gains (consumers) in the cities where FAMILY WEEKLY is 
distributed averaged 16.2% compared, for example, to New York’s 2.2%, Chicago’s 4.9% 
and Philadelphia's 5.4%. Productive as FAMILY WEEKLY is ¢foday, the spectacular growth 
of its market promises future sales potentials that may be the key to continuing expansion 
of your production and marketing objectives. Income, housing and retail sales followed the 
same pattern of growth to these impressive totals: 


Total circulation ........... 2,550,634 Retail sales.....; $15.0 billion 
Population (333 counties, Food store sales. . .$3.5 billien 
61% average coverage). . . 14,530,780 Drug sales ..... $437.5 million 


Passenger cars... .4,521,200 
Food store sales in FAMILY WEEKLY markets total 8.6% of the U.S. total. Retail sales 
are 30% greater than all of Canada. Passenger car registrations of 120 per 100 families com- 
pares to the New York-Chicago average of only 69. 
FAMILY WEEKLY offers national advertisers the largest market in the world that can 
be covered in such depth and saturation with a single print media buy. Nothing 
covers the Hometown market like the Hometown newspaper! 


Share FAMILY WEEKLY’s triple-action impact for SALES 


(1) Use FAMILY WEEKLY to cover its massive aggregate market on Sunday 
morning . . . IN EXCITING COLORGRAVURE ... and in fully merchandisable 
depth. FAMILY WEEKLY is a vital part of 106 beloved local newspapers which virtually 
every shopper in town reads leisurely, interestedly and responsively every week. 

(2) The local merchant (your dealer) knows FAMILY WEEKLY as the Sunday supple- 
ment his family reads, his neighbors read, and Ais customers read. Your FAMILY WEEKLY 
ad will be part of the same newspaper he advertises in regularly, the primary buying guide of 
his customers. You can count on his self-interested cooperation; he knows that other national 
media reach but a small fraction of the FAMILY WEEKLY readers in his town. 

(3) Have your own salesmen, distributors or jobbers been asking you for more specific, 
localized advertising support? Think of the response to your FAMILY WEEKLY ad in their 
territories where it gives them true blanketing coverage in color! FAMILY WEEKLY would 
like to join your merchandising team to help coordinate in our 106 markets the support of 
salesmen, wholesalers, retailers and local newspapers for product promotion, special store 
displays, local tie-in advertising, AND SALES. 


FAMILY WEEKLY MAGAZINE, inc. 
Leonard S. Davidow, Publisher 
153 N. MICHIGAN AVENUE - CHICAGO 1, ILLINOIS 
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‘Industrial Marketing’ 
Sets 18th Business 
Editing Competition 

Curcaco, Feb. 7—More than 500 
business publications are expected 
to compete for honors in Industrial 
Marketing’s 18th annual Editorial 
Achievement competition, which 
will close March 23. 

The publication will award 15 
plaques and 30 certificates of 
merit for outstanding editorial 
achievement in various categories. 
Winners will be selected by a 
panel of 24 judges, including ad- 
vertising managers, sales man- 
agers, agency executives and other 
specialists in business publications. 

The competition will honor the 
best editorial work by business 
publications in 1955. The purpose 
is to recognize and encourage 
higher editorial standards in the 
business paper field. 


® Entries will be judged in three 
categories: (1) industrial publica- 
tions, (2) merchandising, trade 
and export publications and (3) 
class, institutional and profession- 
al publications. In each category, 
awards will be presented for: 

1. Best series of related articles 
on one theme, appearing in two or 


Colts Names Hugh Graham: 
Appoints Rott Sales Manager 
Colts Fire Arms Co., Hartford, 
a division of Penn-Texas Corp., 
has appointed Hugh H. Graham & 
Associates, New Britain, sales pro- 
motion and marketing consultant. 
Graham also has been named to 
handle advertising, publicity and 
|sales promotion for Manufactured 
| Products Corp., Hartford, formerly 
Colts’ plastic division and now also 
affiliated with Penn-Texas Corp. 
Colts Fire Arms also has named 
Fred A. Roff Jr. general sales 
manager in charge of sales, sales 
promotion, marketing and adver- 
tising. Mr. Roff formerly was sales 
manager of Hook & Ackerman, 
New York, and Redmond Indus- 


director and contract sales man- 
Co. 
Henrich Joins Howard Swink 


creative staff of Howard Swink | 
| Advertising Agency, Marion, O. | 


ager of Bigelow-Sanford Carpet | 
| followed up by a series of smaller 


Albert J. Henrich has joined the | 


‘Off Season’ Push 
by Sun Oil Boosts 


‘Blue Sunoco Octane 


PHILADELPHIA, Feb. 7—The Sun 

Oil Co. has broken its long-stand- 
|ing rule of concentrating its heavy 
| advertising impact in the spring 
and summer months by running an 
intensive campaign in nearly 600 
newspapers to announce a new 
| boost in the anti-knock quality of 
its Blue Sunoco gasoline. 

This marks the third such boost 


|in a 21-month period and is signi- 


ficant of a race among gasoline 


|manufacturers to promote the oc- 
|tane qualities of their respective 
tries, Chicago, and sales training | products. 
The Sun Oil drive, which con-| 


sists of an opening 2,240-line ad 
ads, covers 18 states. 
® The newspaper campaign is 


being supported by saturation out- 
door drive throughout Sun’s mar- 
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|photo of Sun’s famous friendly 
| service station attendant. A line at 
|the bottom of the ad and also the 
body copy point out that Blue 
Sunoco is still selling at regular 
gas price. 

The campaign began in this city 
in the week of Jan. 23 and in other 
areas this week. 

Ruthrauff & Ryan Inc., 
York, is the agency. 


|= % 


New 


Keystone Signs for Nielsen 


=> Keystone Broadcasting System, 
*Susecd= a network of more than 800 radio 
’ ' | stations, has signed a contract for 
pacmium | | Nielsen Coverage Service reports. 
—— Keystone is the third network 
—e which has ordered Nielsen’s coun- 
pre try-wide survey of station and net- 
feeder Gute | | WOrK circulation and set owner- 


ship, to be undertaken shortly; 
CBS-TV and CBS Radio are the 


ket area, color rotogravure pages | ther two. 

in Sunday supplements and com- 

mercials on its “Three-Star Extra” Levyne Elects Eisner VP 

radio news program. No television S. A. Levyne Co., Baltimore 

is being used. agency, has elected Henry W. Eis- 
The opening ad shows a large ner, an account executive, a vp. 


wien TEST 


PRemium OCTANE 


STA 47 MEGULAR Gas PRICE 


more issues, 

2. Best single article or editorial | 
serving the publication’s field. The 
judges will consider technical and 
general articles, editorials, news 
and presentation of technical or) 
product information. 


3. Best single issue, special issue 
or annual issue devoted principal- 
ly to a single subject or a central 
theme. Independent directories are 
not eligible. 

4. Best graphic presentation ap- | 
propriate to the publication’s func- | 
tion. Individual features or com- 
plete issues will be judged on de- 
sign format, typography, or treat-| 
ment of illustrative drawings or 
photographs. 

5. Best market or technical re-| 
search published in a regular is-| 
sue. Research must be initiated by | 
| 


and financed by the publication. | 


® Judging will take place in a’ 
full-day session March 29 at the) 
Sheraton Hotel in Chicago. Win-| 
ners will be announced at the time | 
of the National Industrial Adver- 
tisers Assn.’s annual conference 
May 20-23 in Chicago. 

Entries must be postmarked not 
later than March 23 and should be 
addressed to Editorial Competition | 
Secretary, Industrial Marketing, 
200 E. Illinois St., Chicago 11, Ill. 
Complete rules and ehtry blanks 
may be obtained by writing to that 
address. 

Business publications in the U.S. 
and Canada (but not company 
publications) are eligible to com- 
pete. Entries will be judged on edi- 
torial excellence alone, not on 
costly or elaborate presentations. 

Judges will look for editorial) 
content supplying readers with | 
the most helpful information on | 
new developments, trends and. 
techniques in the specialized field | 
covered by the publication. The 
manner in which the material is) 
presented for easy reading and 
quick comprehension also will be 
considered. To help evaluate this, 
several designers and graphic arts 
specialists will be included on the | 
judging panel. 


Dowd Names Roscoe, Baldwin | 

John C. Dowd Inc., Boston, has 
appointed Gerald D. Roscoe a vp. 
Mr. Roscoe, with the agency since 
1947, except between 1951 and | 
1952, when he was with the radio- 
tv department of N. W. Ayer & 
Son, New York, will serve as se-| 
nior account executive for the) 
utility, banking and institutional | 
clients. The agency also has named | 
Frank Baldwin production man-| 
ager. He has headed Dowd’s traffic 
department for the past two years, 


WELCOME PHILADELPHIA! WELCOME BUFFALO! 


The family of NBC Owned Stations now includes wrcv-Tv, Chan- 
nel 3 (formerly WPTZ), and wrcv, 1060 ke. (formerly KYW), in 
Philadelphia and WBUF-TV, Channel 17, in Buffalo. 


NBC’s parent company, the Radio Corporation of America, has 
been closely associated with the Philadelphia-Camden area for 
over a quarter of a century. We are happy to have this new oppor- 
tunity to be of neighborly service to our friends in this market, 
with the finest Radio and Television entertainment on WRCV and 
WRCV-TV. These new call letters stand for RCA Victor. 
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32 Hot Rod Is : 
Prize in Station’s | 
Safety Jingle Contest 4 


Tacoma, Feb. 7—What’s that? A 
1932 Ford as a prize? 

That’s right, but it’s labeled a| 
“customized hot rod—a bright red | 
‘32 Ford coupe with ’48 Mercury | 
V-8 flathead engine and twin 
carbs, equipped with a radio.” And 
it has the snookiest little fenders. 

The car is first prize to be 
awarded on “Wally’s Hi-Jinks,” an 
hour-long show carried on KTVW, | 
Seattle-Tacoma, and aimed at high 
school youngsters. Carsten’s Hy- 
grade Meats, Tacoma, one of the 
sponsors of the program, put the} 
car up for the best safe-driving 
slogan or jingle. j 

With the car go safe-driving les- 
sons from Triple A _ Certified) 
Learn-A-Drive System. Other | 


PRIZE PACKAGE—Wally Nelskog and Colleen Busby, his tv colleague, 
pose with the customized car which will be awarded on their pro- 
gram, “Wally’s Hi-Jinks,” on Channel 13, Seattle-Tacoma. 


jor all-beef franks. The contest 
|closes March 17. 

Pacific National Advertising 
Agency handles the Carsten’s ac- 


count. 


Marvin Gordon Names Finch; 
Adds Spaulding Industries 

Marvin Gordon & Associates, 
Chicago, has appointed Russell 
Finch an account executive. Mr. 
Finch formerly was advertising 
;and merchandising manager of 
Gard Industries, Wilmette, II1., 
maker of aerosol spray products. 

Marvin Gordon has been named 
to handle advertising for Spaul- 
ding Industries, Chicago manufac- 
turer of unbreakable dinnerware 
and other household goods. 


‘Inquirer’ Raises Rates 

The Philadelphia Inquirer, ef- 
fective April 2, will increase its 
daily general, automotive and fi- 
|mancial rates by 10¢ a line. Open 


prizes will be hi-fi sets, combina- age private telephone line for one, and food stores in the Puget Sound | rate is now $1.10. Retail and clas- 


tion radio and record players, year. 
portable phonographs and a teen- 


area. Entries must be accompanied | sified rates will be increased at the 
The car will be shown at schools | by a label from Carsten’s wieners | same time. 


Welcome 
to 


In Buffalo, NBC will place its full resources behind WBUF-TV to 
make it one of the nation’s great stations: WBUF-TV will carry 
the finest in local programming and, next August, the full roster 
of great NBC Television Network shows. Only on Channel 17 will 
Buffalo-Niagara Frontier area families see the trail-blazing NBC 
Spectaculars and the NBC Opera Theatre, the top sports events, 
the brightest drama, the funniest comedy. 


NBC proudly welcomes WRCV, WRCV-TV and WBUF-TV to the family. 


NBC OWNED STATIONS represented by NBC Spot Sales 
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Wage Is Guarantee 
of Stable Credit 


Cuicaco, Feb. 7—Haroild J. Rut- 
tenberg, formerly research director 
of United Steel Workers and now 
| president of Stardriil-Keystone 


|Co., Beaver Falls, Pa. told a: 


}luncheon group of advertising ex- 
ecutives today that the guaranteed 
|}annual wage may be needed as a 
| stabilizing influence in a consumer 
|credit economy. 

Speaking at the first of a series 
of luncheons staged by Atlantic 
and Harper’s to introduce their 
contributors, Mr. Ruttenberg, 
whose company will do a volume 
of $6,000,000 this year, said that 
management can take the ball 
away from unions if it takes ad- 
vantage of the opportunities in- 
|herent in paying wages on an an- 
nual basis. 

He said that if fringe benefits, 
overtime, etc., are taken into ac- 
count in figuring the annual in- 
come, the burden will not be too 
great, while the union can be sold 
on the idea of contributing to p7ro- 
ductivity by increasing output and 
reducing waste. 


® “General Motors and other large 
manufacturers have realized that 
their customers must have contin- 
uous incomes if they are to buy 
their products and pay for them 
through instalments,” he = said. 
“Our business volume is predicated 
on consumer credit, and any sharp 
cutback in employment would 
have serious repercussions. 

“Consequently every employer 
should be interested in creating 
more stable markets for his own 
and other manufacturers’ prod- 
ucts and raising the standard of 
living of his workers just as high 
as possible. And he can make the 
g.a.w. an asset if he sells it to the 
union as a two-way proposition, 
with the union contributing direct- 
ly to greater efficiency of the busi- 
ness.” 


Donner Appoints Krueger 
Robert E. Krueger has been 
named marketing manager of 
Donner Scientific Co., Berkeley, 
Cal. Formerly sales manager of 
Unitek Corp., Pasadena, Mr. 
Krueger will head sales and ad- 
vertising for Donner instruments 
and electronic analog computers. 


WOOD Names Cheverton 

WOOD, Grand Rapids, Mich., 
has appointed Dick Cheverton 
news director. Mr. Cheverton for- 
merly was with WMT and WMT- 
TV, Cedar Rapids, Ia. 


Meet A 
DOUBTING 
THOMAS! 


He didn't believe that 
$12.50 could buy a 


TY FILM 
SPOT with. 


at satis- 
aut customers who will vouch 
for itt Filmack can and 


.turn out distinctive film 


FILMACK STUDIOS 


CHICAGO, Ihky + 
1323 5. WABASH 


NEW YORKT-NUY. 
34) WwW 44th St.’ 
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TIME ENOUGH AND PLENTY 


to plan and prepare the right kind of job for this only-one-of-its-kind o1! marketers’ desk- 
top reference book. 


We Don’t wait till the last mmute and then make do with whatever's to hend. 
Start the wheels turning now so the Factbook can help keep sales rolling the rest 


® of the year 

jar Advertising in NPN’s Factbook issue must meet the quick product information 

10, demands made of it the year around by oil & TBA marketing management men in major 

gore oil companies and among independent oil jobbers. It should supply informative, specific, 
complete catalog-type coverage of equipment for the storage, transportation and mer- 

chandising of petroleum products, as well as for tire, battery and automotive accessory 

product lines sold through oil marketing channels. 


NPN's Factbook is the 13th and only special 


Nat io n al tssue of National Petroleum News and has 

the same all-paid audited circulation as the | 

monthly issues of the McGraw-Hill maga- | 

the [956 Petroleum 2:2- °~" 
single copy sales. 


News ° ‘MAMA'S’ RECIPE—Post Cereals, Alcoa Wrap and Washington apples 
issue are tied together in a nationwide promotion of “baked apple su- 


preme” calling for use of Post Cereals stuffing and baked in Alcoa 


ING CLOSING DATE including the TBA Directory | Wrap foil. Shown here are R. W. Johnston (left), Yakima manager 


RPPEL IG6th and Buyers’ Guide | of the Washington State Apple Commission, and Floyd O. Flint, 


| account executive of Cole & Weber, agency for the Apple Commis- 
330 W. 42 St., New York City 36... Longacre 4-3000 WILL BE PUBLISHED IN MID-MAY sion. 


‘Post Cereals, Apple 
Commission, Alcoa 
Set Joint Promotion 


SEATTLE, Feb. 7—A three-way 
}/promotion for “baked apple su- 
|preme” teams up the Washington 
State Apple Commission, Post 
Cereals division of General Foods 
|Corp. and Aluminum Co. of Amer- 
ica. The promoted “Mama's recipe” 
calls for Rome Beauty or Winesap 
|apples stuffed with Post’s Grape- 
Nuts or 40% bran flakes and baked 
in Alcoa Wrap foil. 

Major emphasis will be on point 
of sale material, including prefab- 
ricated apple bins, apple posters, 
Alcoa Wrap displays, and life-size 
easels of Peggy Wood, star of Post 


Even if you suffer from the above mentioned phobia, we feel that we Cereals’ CBS-TV show “Mama!” 
can prove that the number | 3 can be a lucky number. That is, it's PPihncnmc§ piped = Bincy eset 
lucky to the advertiser who remembers that COLUMBUS, OHIO is ‘on “Today” (NBC-TV), which is 


|carrying Apple Commission adver- 
'tising this year. The Apple Com- 
|mission account is handled by 
‘Cole & Weber, Seattle. Ketchum, 
MacLeod & Grove, Pittsburgh, is 
;handling for Alcoa and Benton & 
| Bowles for Post Cereals. 
FRUIT GROWERS SEEK 
‘PAINLESS’ MARKETING 
RocHester, N.Y., Feb. 7—Big- 
|gest problem of the fruit industry 
|is attaining more satisfactory mar- 
| keting, President Willis D. Phillips 


in the vast midwest in the entire nation 
as a test market... as a test market! 


: : |told the New York State Horticul- 
That same advertiser is doubly lucky, when he recalls that eset Society ut fe 10tet annual 
THE COLUMBUS DISPATCH is the meeting here. 


“It looks as though in a very few 
years our entire fruit production 
will be bought by only a few buy- 
ers,” he said. In anticipation of 
this situation, he added, “Far- 
sighted growers are looking to- 
ward setting up their own selling 
and processing cooperatives ” 

The history of such cooperatives, 
said Mr. Phillips, “has been good, 
but I think if they are properly 
newspaper in the among ALL U. S. worked out they could he of tre- 
mendous help.” 

Mr. Phillips said his study of the 


rich Central Ohio evening papers in 


Merkel, ond a edverticing past 40 years of fruit growing has 
_—— shown marketing to be almost 
These 1-3 combinations mean assured results for the smart advertiser a bay 9 oF — 
‘ . , “It is still with us,” he said. 
who gets economic, dominant coverage, with THE COLUMBUS . ;: 
P . ‘ ae @ Tracing the search for the 
DISPATCH. For full information write the General Advertising “proper package” from the barrel 
Department! and the bushel basket to the mod- 
ern transparent bag, he said: 
THE “These things have been good, but 


always at increased cost to the 


, growers. We could not return to 
olumbus S sich or ad into bon ee Ga 

's that rich lot of research and thought on new 
natty “Rag techniques and methods that will 


Central Ohio give the grower a better break.” 
Market! Read in More Than 4 out of 5 Columbus Homes Daily . . . More Than 9 out of 10 Sunday Mr. Phillips paid tribute to the 
research work in apple merchan- 
National Representatives: O'MARA & ORMSBEE, Incorporated New York Chicago Detroit Les Angeles San Francisco dising conducted by Max Brunk at 
aeees ne ahead aid Resort Newspaper Representatives, inc., Miami Beach Cornell University, which he said 


has gone a long way toward solv- 
ing the packaging and retail mar- 
keting problem. 
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DAY-GLO 
IS 


SPELLED 


WIT 


Ree aie ee OP as 


The last letter in Day-Gto is “R”—a circled “R”! 
This means it is the registered trade mark for day- 
light fluorescent products manufactured by Switzer 
Brothers or their licensees. It’s your assurance 
that your Day-GLo painted bulletins will stay 
bright for as long as six months, that your Day- 
Go silk screened posters and displays will deliver 
their unrivaled impact through as much as four 
months of outdoor exposure. It’s your assurance 
of highest quality in ali the other Day-Gio 
materials you use. So be sure you get genuine 
Day-Gto. Specify and insist upon it. For outdoor 
displays, specify Sunbonded® Day-GLo®. 


| 


Licensed Manufacturers of DAY-GLO® Materials 
Bulletin Color System 

SWITZER BROTHERS, INC., Cleveland 
Coated Papers 

CROCKER, BURBANK PAPERS INC., Fitchburg, Mass. 
Display Papers and Cardboard 

NATIONAL CARD, MAT AND BOARD CO., Chicago 
Gummed Papers 

DENNISON MFG. COMPANY, Framingham, Mass. 

MID-STATES GUMMED PAPER COMPANY, Chicago 
Pressure-Sensitive Papers 

KLEEN-STIK PRODUCTS, INC., Chicago 
Blotting Paper 

THE WRENN PAPER COMPANY, Middletown, Ohio 
Fabrics 

M. HAUSMAN & SONS, New York City 
Flock 

THE RAYON PROCESSING CO., of R. |., Pawtucket 
Paint 

LAWTER CHEMICALS,.INC., Chicago 

THE SHERWIN-WILLIAMS COMPANY, Cleveland 

SWITZER BROTHERS, INC., Cleveland 


Silk Screen Colors 
THE CALIFORNIA INK COMPANY, INC., 
San Francisco 
BROWNE BROS. PTY. LTD., Melbourne, Australia 
LAWTER CHEMICALS, INC., Chicago 
THE SHERWIN-WILLIAMS COMPANY, Cleveland 
SWITZER BROTHERS, INC., Cleveland 
DANE & CO. LTD., London, England 


Water Colors 
THE AMERICAN CRAYON COMPANY, 
Sandusky, Ohio 
THE CRAFTINT MFG. COMPANY, Cleveland 
LAWTER CHEMICALS, INC., Chicago 
SWITZER BROTHERS, INC., Cleveland 


This message is published as a service to ad- 
vertisers, their agencies and their suppliers by 
Switzer Brothers, Inc., originators of daylight 
fluorescent colors and owners of many U.S. and 
foreign patents covering daylight fluorescent 
pigments, materials and displays. 
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Hempelman Joins Le Roi | 

Charles S. Hempelman has been| Scott J. Saunders, formerly di- 
named market analyst of Le Roi rector of public relations of R. G. 
division, Westinghouse Air Brake White Mfg. Corp., has formed S. J. 
Co., Milwaukee. Mr. Hempelman|Saunders Associates, Plainview, 
has held previous sales and market L.I. The new company will spe- 
research positions with Jos. Schlitz cialize in industrial publicity and 
Brewing Co. ' promotion. 


Y, Million People 
spend over 
Y, Billion Dollars 
in the Fabulous Southwest 


The Zi Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


The Fabulous Southuvest illcamemetamaaaee 


NATION'S LARGEST TRADE TERRITORY : 


Saunders Forms PR Company | This Week in Washington... 


Trust Busting Shows Lack of Bias 


By Stanley E. Cohen 
Washington Editor 
WasHINGTON, Feb. 9—Recent 


anti-trust victories of the Depart-. bd ° be 
‘ment of Justice are expected to) ‘Forthright’ or ‘Arbitrary’: Sen- 
|help Republicans refute charges | ate commerce committee Chair- 
\that this is a “giveaway” admin-|™an Warren Magnuson (D., 
istration. Wash.) tried unsuccessfully to ex- 
In the Senate this week, Sen. ‘Tact a promise that the Federal 
Edward J. Thye (R., Minn.) laud-| Communications Commission will 
ed the record of anti-trust chief | finish its big uhf investigation by 
Stanley N. Barnes and pointed out | the time Congress adjourns. In 
| that Mr. Barnes has the respect of | desperation he complained that 
| Republicans and Democrats alike. | the commission is musclebound” 
Noting that Mr. Barnes has filed | by lawyers. “Up here on the Hill, 
more than 100 cases, many of them he said, “we have disagreements, 
against “formidable arrays of|too. But a time comes when we 
| giants,” he chided Democrats with, | have to stand up and vote. 
\“Is this the record of an adminis-| FCC members contend delays 
|tration that is the captive of big | are caused by complicated legal 
business?” | procedures required by Congress. 
As he sees it, “Not since the days | However, Commissioner Robert E. 
of Theodore Roosevelt, another Lee conceded FCC could move 
Republican, has there been such! more rapidly “if it was willing to 


a concerted effort to enforce the 
anti-trust laws.” 


eases 
7125, 


ee. 
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The Flint Journal 


Circulation, 3, 195@seeeuee OROee 
1955 Advertising nage . «+ 34,954,408 lines 


AND IT WILL BE EVEN BETTER IN 56 


» 


THE KALAMAZOO GAZETTE 
JACKSON CITIZEN PATRIOT 


THE BAY CITY TIMES 
THE SAGINAW NEWS 


NATIONAL REPRESENTATIVES: A. H. 
Superior 


77-4680; Brice McQuillen, 785 Market St., San Francisco 3, Sutter 


Kuch, 110 E. 42nd St., New York 17, Oxford 7-1280; 


THE FLINT JOURNAL THE GRAND RAPIDS PRESS 
THE ANN ARBOR NEWS THE MUSKEGON CHRONICLE 


Sheldon B. Newman, 435 N. Michigan Ave., Chicago 1, 
1-3401; William Shurtliff, 1612 Ford Bidg., Detroit 26, Woodword 1-0972, 
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be a little bit arbitrary.” 

“You mean ‘forthright,’ not ‘ar- 
bitrary,’ ” Sen. John Pastore (D., 
R.I.) interjected. As for Senator 
Magnuson, his advice was: “Go 
back and burn the midnight oil.” 
a as a 

Unthanked Thanks: Press com- 
ments about those stamp machines 
with the recorded “Thank you” 
have been universally unfavorable. - 
But according to Rep. Gordon Can- 
field (R., N.J.), ranking minority 
member of the committee handling 
postal appropriations, the criti- 
cism is ill-founded. 

In floor debate this week, he 
said the “Thank you” recording 
was a gratuitous innovation added 
by a manufacturer developing a 
“test model” of a “Stampmaster” 
machine which automatically sells 
stamps and makes change. 

While the Post Office Depart- 
ment definitely wants the machine, 
the manufacturer hopes it will 
also order recordings on future 
models, he said. He figures re- 
cordings can be used for promo- 
tions, such as “Mail early,” and 
“Use certified mail.” 

* © © 


Mortgaged Stoves: Sen. John 
Sparkman (D., Ala.) says it is 
time that the FHA caught up with 
the latest doings in the housing 
business. Specifically he’s out to 
change the rules so that built-in 
stoves and refrigerators can be 
included in home improvement and 
modernization mortgages. 

As it stands now, dishwashers are 
regarded as “integral” parts of the 
kitchen—improvements that con- 
tribute to “basic livability” or “util- 
ity” of a home. But stoves and re- 
frigerators are regarded as “free 
standing” and ineligible for con- 
sideration as part of the kitchen. 

“Many stoves, refrigerators and 
dishwashers are no longer free 
standing,” he pointed out. “It now 
seems possible for FHA to help 
promote ‘Home Improvement 
Year’ by insuring loans on such 
products when they are in fact 
part of the realty.” 

- e - 


Economic Winds: Federal Re- 
serve Chairman William McChes- 
ney Martin this week told the 
House-Senate joint economic com- 
mittee he is “cautiously optimistic” 
about the future. “We don’t know 
what business is going to do in the 
next three to four months,” he ac- 
knowledged. “Our policy is to 
lean against the wind, but it is 
hard to say which way the wind 
is blowing.” 

Mr. Martin, who recently was 
confirmed for a new 14-year term 
at Federal Reserve, is regarded as 
the “father” of the flexible money 
management policies which have 
helped stabilize the economy in 
the past three years. 

He said he hoped Congress would 
consider legislation giving Federal 
Reserve permanent power to man- 
ipulate consumer credit. While the 
existing volume of consumer credit 
seems reasonable, he told the com- 
mittee, no one really knows much 
about the problem. 

As he sees it, however, consum- 
er credit can be a dangerous factor 
in periods of instability. Instalment 
terms become easy during periods 
of business upswings, he said, and 
failure to meet payments makes 
recessions worse. “The amount of 
consumer credit rises and falls so 
sharply in good and bad times it 
also makes the economy less sta- 
ble,” he said. 


Farm Group Reelects Ficke 
Martin Ficke of Billingslea & 
Ficke, publishers’ representative, 
has been reelected president of the 
Farm Publication Men of New 
York. William Stanton of Farm & 
Ranch was elected assistant presi- 
dent. W. T. Woodhull, Western 
Assn. of Farm Papers, and Edward 
J. Hable, Watt Publishing Co., 
were elected treasurer and secre- 


tary, respectively. 
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“| am most 
dependent upon 
Advertising Age’ 


Says 

EDMUND F. JOHNSTONE, 
Executive Vice-President 
DOWD, REDFIELD & JOHNSTONE, INC. 


“I must tell you how important a factor I think your publication is to me. 
There was a day — and not so long ago — when I had time to read and 
study the information and articles contained in most of our important 
trade papers. But those days seem to be gone forever, and therefore, I am 
most dependent upon Advertising Age to bring me quickly abreast of the 


things that happen in our fast business.” 


impottout to impoitiuit people 


A native of Rochester, New York, Edmund Johnstone received 
his education at St. John’s of Manlius and Ohio University. 
Founding his own firm in 1933, E. F. Johnstone Advertising, 
he later became executive vice-president of Redfield John- 
stone Inc. when his firm merged with the Redfield Coupe Ad- 
vertising Agency in 1935. 


Following war service from 1942-46, during which he served 
in the Pacific area and rose to the rank of Lt. Colonel, Mr. 
Johnstone returned as president of Redfield Johnstone. In 1950, 
the firm merged with John C. Dowd of Boston and the name 
became Dowd, Redfield & Johnstone, Inc. Mr. Johnstone is 
currently executive vice-president. 


Some 61 accounts in six different markets are currently listed 
under the agency, including such diverse firms as Grove Lab- 
oratories, Barbizon Plaza Hotel, Seagram-Distillers Corp., Cone 
Mills Inc., Andera Television, Joseph Magnin Specialty Shops, 
David Kahn, Inc., and NBC Film Division. 


Much of Mr. Johnstone’s reputation in the advertising field 
rests on his proved ability as a drug and cosmetic merchan- 
diser. Whether it’s a proprietary aimed at the Deep South 
through small space and spot radio, or a beauty preparation 
which has to have its promotion coordinated with department 
stores and beauty shops, Mr. Johnstone has done it effectively. 


For his wife, Janet, their six children and himself, Mr. John- 
—< lists Westport, Conn. and New York City as points of 
residence. 
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Harry Wendland Numed A.E. | Jewell Gets Ty-D-Bol Poor Richard Club 
Harry J. Wendland has joined| Tidy Chemical Co., Oakland, has * 

Anderson-McConnell Advertising,|appointed Jewell Advertising| Will Sponsor the 
Los Angeles, as an account execu- Agency, Oakland, to develop and} | 
tive. He was until recently asso-| direct advertising of a new prod-| Putman Ad Awards 
ciated with Edward S. Kellogg Co.,| uct, Ty-D-Bol, a toilet cleanser | 
Los Angeles, and before that head-|and deodorizer, in northern Cali-| PHILADELPHIA, Feb. eee | 
ed his own agency for a number| fornia. Newspapers and point of ™&" Awards, given annually to| 
of years. He will specialize in drug| purchase will be used for the in-|M0r those advertisers and agen-| 


and medical accounts. ‘troductory campaign. | cies which have produced the most 


|effective industrial advertising| 


during the year, will be sponsored 
this year by the Poor Richard 
Club here, one of America’s oldest 
advertising clubs. 


The unforgotten 
man! 


Magazines can explode into ecstasies over the mush- 
rooming electronic industry! Editors can eulogize 
fabulous factories and wondrous new products! But 
IRE always remembers the man! 


® The awards, which total over 
$5,000 each year, are provided by 
Putman Publishing Co., Chicago. 
They have been administered by 
the National Industrial Advertisers 
Assn, until this year, when NIAA 
decided to withdraw from all par- 
ticipation in awards not sponsored 
by the association itself. 

The Putman company exercises 
no control over the selection of 
judges or of the winners. 

First created in 1947, the awards 
achieved national prominence. In 
commenting on the choice of the 
Poor Richard Club to sponsor the 
awards in 1956, Col. Russell L. 
Putman, president of the publish- 
ing company, said: “The Poor 
Richard Club’s sponsorship will 
unquestionably make these awards 
even more helpful and valuable 
to advertising buyers than they 
have been in years past.” 


Engineers have their day at the Radio Engineering 
Show and IRE National Convention. Six world- 
famous awards and 75 Fellowships will be granted 
in recognition of engineers’ achievements at this 
event (March 19-22, 1956) which last year drew 
42,133. 704 exhibitors will present the products of 
their engineers in over 4 acres of display in New 
York's biggest show. 


40,000 radio-electronic engineers own, read and 
write “Proceedings of the IRE”. 


FC&B Names Hutchins VP 

Harry K. Hutchins has been ap- 
pointed a vp of Foote, Cone & 
Belding International. Mr. Hutch- 
ins, headquartered in Montreal, 
has been manager of the agency’s 
Canadian operations since 1953. He 
joined FC&B as an account execu- 
‘tive in 1950. 


Engineers are educated 
to specify and buy! 


INSTITUTE OF RADIO ENGINEERS 


Proceedings of the [RE 


Advertising Department 
1475 Broadway, New York 36, N. Y. 


| 
Chevrolet Assn. to Frank 

The Chicago Chevrolet Dealers 
Assn. has appointed Clinton E. 
Frank Inc., Chicago, to handle its 
advertising. The group’s 1956 pro- 
motion program, which began this 
month, will include a saturation 
| campaign in major Chicago media. 
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It is well known that fashions start at the 
top. That means more than clothes. It means 
almost everything that people come to regard 
as part of the good life. 
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Getting Personal 


Charles G. Mortimer, president of General Foods Corp., has re- 
ceived the honorary degree of Mechanical Engineer from Stevens 
Institute of Technology. The award was recommended by Mr. 
Mortimer’s classmates at Stevens, class of 1922, in recognition of 
his work to improve marketing methods in the packaged food 
field... 

Robert S. Trowbridge, Cunningham & Walsh account executive, 
has been elected to the board of trustees of the Hospital Center, 
Orange, N. J... A son, Thomas Lloyd, was born Jan. 24 to Mr. and 
Mrs. Thomas Whitesell. Father is a production supervisor at Trans- 
film Inc., New York... 

The engagement of Gloria Orsenigo and Alexander John Menna 
has been announced in New York. The bride-to-be is vp of Boyan 
& Weatherly... 

Robert R. Gros, Pacific Gas & Electric Co. vp in charge of ad- 
vertising, in San Francisco, has been “loaned” for two months to 
the American Council for NATO. Mr. Gros will go to New York 
to help organize a public relations and educational campaign to be 
conducted in the U. S. by the council... 


CLINICIANS—At left is Ray Zelke, executive editor, Jobber Product 

News; on right, JPN’s publisher, Emil Stanley. Center is Gary 

Gariepy, director of Sales Training International, Barre, Mass., one 

of the speakers at a recent Milwaukee Sales Executives Club sales 
clinic. ; 


Robert G. Wilder, vp and director of public relations of Lewis & 
Gilman Inc., Philadelphia, has been named publicity chairman of 
the 1956 Easter Seal campaign in the Philadelphia area... 

It’s a girl, Karen Lynn, for the Michael Teffs of Montreal. He’s 
assistant advertising manager for the Great Universal Stores of 
Canada... 

John R. West, president of West-Marquis Inc., Los Angeles, has 
been appointed to the aviation committee of the Los Angeles Cham- 
ber of Commerce for the 10th year. The agency handles such air- 
craft firms as Northrop Aircraft; Pacific Airmotive Corp.; Pacific 
Northern Airlines; Electrical Engineering and Manufacturing Co.; 
Burns Aero Seat Co... 

Newcomer on the Chicago AA editorial front is Elizabeth Botts, 
first daughter, second child for Lambert S. (Bud) Botts. She was 
born on Feb. 2... 

James H. Moore, executive vp of WSLS Radio & TV, was awarded 
the Outstanding Boss Award by the Roanoke, Va., Junior Chamber 
of Commerce. . . 

John Cox Thomas Jr., McCall's ad exec, has been elected a mem- 
ber of the standing committee of the Assn. of Alumni of Columbia 
College, men’s undergraduate liberal arts school of Columbia Uni- 
versity. ..L. Regis Peloquin, Parade’s New York sales manager, now 
feels he is fully cognizant of the “power of the printed word.” To 
commemorate his 17th wedding anniversary, Reg ran an 11-line per- 
sonals ad in the Herald Tribune Public Notices column to “publicly 
express” his gratitude to his wife, Bernice, for making “the past 17 
years of married life the nicest years of my life.” Immediately the 
story with pictures was picked up by the New York papers and the 
United Press, and Reg still hasn’t decided what to do about all the 
tv offers that keep coming in. “This is fantastic,” he keeps mutter- 
ing... 

The engagement of Patricia Wolff to Stephen Gross, McCann- 
Erickson, New York, trainee, has been announced... Mrs. Elizabeth 
Eyerly, executive vp of Botsford, Constantine & Gardner, New 
York, has been honored as the outstanding woman of the year in 
advertising by the Golden Slipper Square Club, Philadelphia... 

Ben Duffy, BBDO president, has been picked as one of 1956’s Ten 
Best Groomed Men by the barbers of America—the first Madison 
Avenue-ite to be so distinguished. .. Sig Larmon, president of Young 
& Rubicam, has been judged one of the “Ten Best-Dressed Amer- 
ican Gentlemen” by Gentry... 

Bruce C. Forbes, president of B. C. Forbes & Sons Publishing Co., 
is serving as vice-chairman of the Greater New York public infor- 
mation committee, for the 1956 Red Cross campaign. .. 

Ben Gimbel, president and general manager of Station WIP, Phila- 
delphia, is celebrating his 25th year in broadcasting. He is given 
credit for establishing the modern version of the disc jockey. .. 

Leonard M. Goldsmith, head of his own Philadelphia agency, noted 
a squib in ADVERTISING AGE about the appointment of A. John Bur- 
riesci, ad manager of the Dell Men’s Group. Curious as to whether 
this was the same boy who sat next to him from 1921 to 1925 at 
Stuyvesant High School in New York, he wrote. Last week the two 
had a reunion for the first time in 30 years... 
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ADVERTISEMENT 


Home Builders Seek Bigger 
Share Of Consumer Spending 


The keynote of the National As- 
sociation of Home Builders recent 
convention in Chicago was selling 
and merchandising. Two things are 
happening to push this into sharp 
focus today: (1) while the demand 
for new homes will remain sub- 
stantially high for several years, 
the “easy pickings” of the post- 
war era are behind us; and (2) 
competitive sales pressure is in- 
creasing from autos, travel, TV sets 
and other things that take an im- 
portant slice from the home buy- 
er’s dollar. 

Thus, the spotlight at the Con- 
vention was on the builder’s mer- 
chandising ability. And the basic 
question in the minds of most ob- 
servers was: have builders as a 
group — an industry composed of 
thousands of small builders, a few 
hundred large ones—achieved the 
heavyweight selling prowess nec- 
essary to continue getting as large 
(or larger) a share of the Amer- 
ican consumer’s dollar as they 
have been getting? 


“Oscar” Winners Featured... 


New evidence that today’s build- 
er has reached heavyweight mer- 
chandiser status was symbolized by 
the presentation of Practical Build- 
er’s 6th annual Merchandising 
Competition “Oscars,” which cli- 
maxed the key Merchandising Ses- 
sion of the Convention. As Prac- 
tical Builder’s Executive Editor, 
Jim Lange, pointed out, “these 
awards represent highly organized 
and successful campaigns involving 
every form of promotion from ex- 
tensive newspaper classified adver- 
tising to spectaculars lasting many 
days.” 

PB’s merchandising contest en- 
tries were judged in three classifi- 
cations: builders constructing 1- 
25 homes annually; 26-100; and 
builders erecting more than 100 
houses yearly. A high level of ag- 
gressive and comprehensive selling 
programs was in evidence in every 
category. Also indicative of the 
builder’s increased selling ability 
was the fact that a majority of the 
entries, and a high percentage of 
the winners, were campaigns de- 
veloped by advertising agencies. 


A New Kind of Home Market? 


Keynote of many convention 
speakers—and the subject of 
countless informal discussions 
among builders — was the precise 
nature of the new kind of market 
the builder now has to sell. 

While the critical requirements 
of the post-war housing shortage 
have largely been satisfied, it was 
widely agreed that we are far from 
overbuilt—except in a few metro- 
politan markets where “big” build- 
ers have exhausted the prime 
building sites, which once gave 
them a _ substantial competitive 
pricing advantage. It was stated 
repeatedly that if mortgage funds 
were available (and a poll among 
a panel of mortgage bankers 
brought forth the response that 
such funds would be “adequate” 
in °56) the requirements of most 
home buyers for financing can eas- 
ily be met and if speculative build- 
ers are able to keep values up to 
par, mortgage funds are likely to 
be sufficient for their needs, too. 

What now exists for the builder 
is the opportunity to bring our 
overall inventory of housing up to 
par with other elements in our 
standard of living. {t was pointed 
out often that even though we have 
added more than 10 million new 
units since the end of World War 
II, our housing inventory is still 
25% older than in 1930. 

A vast—and in some areas, criti- 
cal—shortage of adequate low-cost 
housing still exists, with commen- 


ture and sale of his product. Yet 
of necessity the businesses of 
America’s 100,000 building men are 
local, where buyers live. This ac- 
counts for the fact that the industry 
is made up of thousands of small 
| builders, few thousands of medium 
surate opportunities waiting to be size builders, and a few hundred 
fully tapped by builders in this large builders. 

field. Also, the unprecedented de-| Regardless of the size of his op- 
mand when our constantly increas- eration, however, the builder must 
ing population begins to be seri-}| offer house designs that click, build 
ously felt in the early 60’s was fre-| with methods and materials that 
quently cited as a reason for the| will keep his costs low—but qual- 
continued long-range growth of| ity high, and sell his prospects and 
the market. clients with all the imagination and 
aggressiveness required to compete 
in a marketplace jammed with 
other strong contenders for the 
consumer’s buying capacity. 

The building boom of the last 
decade was the builder’s baptism 
of fire, and he acquitted himself 
well. Last year new residential 
production amounted to over 1.3 
million starts and a dollar volume 
of nearly $17 billion. All around, 


Builders and Manufacturers 


Those who have been close to 
America’s post-war building scene 
are not surprised at the stature to- 
day’s builders occupy in the econ- 
omy. Those who know the industry 
knew it had to be that way. 

For in every sense the builder is 
a manufacturer, concerned with the 
total problem of design, manufac- 


ADVERTISEMENT 


last year was the best yet, in spite | tion was that now, as builders sell 
|of the fact that the pace of a mil-| less and less to “must have” cus- 
lion-plus starts had been main- tomers and more and more to 
| tained for over five years. This is | “would like to have” customers, 
| convincing evidence that the build- there is every prospect that he is 
er has become one of the few real | up to the new selling task involved. 
| giants in our economy. In every way this year’s Conven- 
And there is more—much more | tion was bigger. More builders at- 
|—in the builder’s operations than | tending than ever before, more 
|just new residential construction.| business sessions more spectacu- 
Last year builders handled $14.2| larly presented — and, perhaps 
billion in remodeling, moderniza- | most significant, an energetic and 
tion and repair, a segment of the | fundamental awareness by build- 
light construction market that gets | ers of the prime economic import- 
|bigger each year (and this year | ance of their industry. And the 
|may eclipse new residential con-| general confidence in the future 
struction in dollar volume). In ad- | expressed by builders at the Con- 
|dition, in 1955 America’s builders | vention is shared by manufactur- 
| handled the more than $6 billion | ers. There were 33% more exhibi- 
| going into light commercial, farm | tors this year than in 1955. 
land the other smaller segments of Full details of the 1956 NAHB 
| Light Construction. Convention; what was said and by 
. whom, digests of the more import- 
Conv ention Closes on ant business sessions, “corridor im- 
Optimistic Note... pressions”, etc., will be presented 
The consensus of most building| in Practical Builder’s March issue 
| authorities addressing the Conven-| Show Report. 


A Michigan advertiser (name on 
request) writes : “We are pleased with 
the large number of inquiries we get 
from Practical Builder. All inquiries are 
carefully followed up, and those from 

PB are good...in other words, from people 
that actually buy and use our products.” 


Let’s get to the point: Builde 


Builders build where people live. Crawfordsville, 
Indiana; Pella, Iowa; Centralia, Illinois . . . maybe 
they don’t loom large on your Rand McNally; but they 


(and countless towns like them) make up America. Always 


remember what practical builder “ver forgets: Most of 
the U. S. live in communities of under 50,000 population. These are not 


suburbs of large cities. They are full-fledged 


building dollar goes where pe 


towns. The light construction 


ple are: it parallels our distribution of population. 
re... big city or small town. Mind you, we said 


the light construction industry 
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“A major problem,” says Dr. Martin Palmer, Dir. of 
Wichita’s celebrated Institute of Logopedics (Communi- 
cation Rehabilitation), “is to bring the outside world to 
our speech-crippled children. LIFE’s superb picture sto- 
ries enlighten—give our patients more to talk about.” 


Fred Snyder, a U. of Wichita graduate student, con- 
ducted an experiment in vision for his master’s degree. 
LIFE covered the story. Says Prof. N. H. Pronko, Dept. 
of Psychology, “LIFE’s article called international atten- 
tion to the experiment, stimulated us to further research.” 


Wichita’s imposing Municipal Airport, dedicated in 1954, cost $11,000,000 to 
build and is one of the most modern airports in the country. It is also one of the 
nation’s 10 busiest airports—some months logging as many as 10,000 takeoffs and 
landings. Wichita, as the home of Boeing, Beech and Cessna aircraft factories, is an 
extremely airminded city and takes great pride in its association with the aircraft 
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WICHITA 


When a city doubles its geographical size, 
builds 30,000 new homes and triples retail 
sales—all within 10 years—there’s a “boom” 
in progress and no mistake. 


This is just what has happened in Wichita, 
Kansas in the last decade. Wichita, long fa- 
mous as a cattle and grain city, has steadily 
grown as an industrial giant, too. Hum- 
ming plants produce an amazing assortment 


industry. Though the city now has a population of nearly 300,000, it must still draw 
much of the manpower for its aviation plants from the surrounding area. The farmer 
who once struggled for a small yearly crop now gets his money in a factory pay 
envelope and farms in his spare time. Though he may commute daily from as far as 
75 miles away, he, his family and his town are an integral part of the Wichita scene. 


What happens when LIFE hits 


of products, from airplanes to potato chips. 


Yet Wichita is probably the calmest** boom- 
town” you ever saw. There is little uproar, 
no atmosphere of urgency. Though many are 
getting wealthy fast, citizens pursue the same 
course of quiet, Midwestern conservatism. 

And here, as in every other major com- 


munity across the nation— where LIFE is 
read in 3 out of 5 households*— LIFE affects 


s if 
" 4 


“During our National Home Week,” says F. M. 
Kessler, Pres., Wichita Ass’n of Home Builders, “LIFE- 
advertised products were featured. It was truly an eye- 
opening experience to see how consumer acceptance of 
these products fostered acceptance of the total house.” 


O. A. Sutton, Pres. and Bd. Chairman of the O. A. Sut- 
ton Corp., says, ““‘We recognize the tremendous impact 
of LIFE advertising and merchandising of Vornado prod- 
ucts. Our dealers across the nation have learned that tie- 


ing in with LIFE invariably means increased sales.” 
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“In a 1948 story about us,” says J. E. Schaefer, 
V.P. and Gen. Mgr. of Boeing Airplane Company’s 
Wichita Division, “LIFE reproduced a newspaper ad we 
had run seeking to hire 1,000 new employees. Within a 
few days we received applications from all over the U.S.” 


WICHITA‘ 


the lives of people. Let a few of these people 
tell you how LIFE has influenced their for- 
tunes, their businesses, their outlooks. 


* Source:A Study of the Household Accumulative Audi- 
ence of LIFE, by Alfred Politz Research, Inc. (A LIFE- 
reading household is one in which any member aged 
20 or over has read one or more of 13 issues.) 


LIFE 


9 Rockefeller Plaza, New York 20, N. Y. 
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James W. Yeager, ex-GI and POW, noticed familiar scenes in some LIFE war photos 
taken in Korea. They turned out to be shots of a propaganda march he had been 
forced to participate in as a Communist prisoner. He even recognized himself. LIFE told 
his story in May °53. Following the article, he says, “Many people contacted me to inquire 
about their missing loved ones. Civic groups asked me to give talks about my experiences.” 


Mayor E. B. Rowe of Udahl, Kan.: “When last June’s 
tornado levelled Udahl, people all over the world re- 
sponded with gifts, donations and help for us. Much of 
the credit for this goes to LIFE. I sincerely believe it was 
LIFE’s pictures that really moved people to action.” 


W.C.Coleman, founder and Bd. Chairman, The Coleman 
Co., Inc. (makers of the famous gasoline pressure lan- 
terns): “Whenever Coleman lanterns appear in LIFE 
pictures, mail pours in from our dealers and customers 


wherever our product is used—and that’s everywhere!” 


Art Conquers Attica. When LIFE covered the activities of a budding art group in 
tiny Attica, Kansas (Aug. 55), Patric Rowley, Attica’s art instructor, said,“‘Follow- 
ing LIFE’s dramatic story about us, we received a good many contributions toward 
building an Attica art gallery and school. Also, people sent us a great many 
encouraging letters —all reflecting a gentle affection for small-town America.” 
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Herbert Kraus Adds Two 

Herbert M. Kraus & Co., Chica- 
go, has been appointed to handle 
public relations for two new ac- 
counts. They are the Chicago 
Laundry Owners Assn., composed nownced by the University of 
of more than 100 power laundries | tinois. They are Margaret Hal- 
in the Chicago area, and the mid- sey, author, White Plains, N.Y.; 
western division of the Jewish Na-| Bruce Catton. editor American 
tional Fund, which raises funds Heritage, New York; Julian Mul- 
for purchase of land and planting ‘ler, editor, Harcourt, Brace & Co., 
of trees in Israel. New York; Herbert Alexander, 
editor, Pocket Books Inc., New 
Breslin Named Ad Director | York; Richard Morris, author and 
Edward F. Breslin Jr., assistant professor of history, Columbia 
secretary of Federation Bank &/| University; John McCaffery, tv 
Trust Co., New York, has been | commentator, New York, and Dav- 
named director of advertising and id Brown, story editor, 20th Cen- 

public relations of the company. tury Fox Films, Beverly Hills. 
The eight categories for the 
awards include one to a magazine 
for distinguished and meritorious 
public service during the year, the 
others to writers. Deadline for 
work performed during the calen- 
yy ee enteowe dar year of 1955 is Feb. 15. An- 
JAY PB, What is your line?.. we may be of help. |Mouncement of winners will be 


WALK aovertisine TYPOGRAPHY | ace at a dinner in New York 
414 &. HURBARD ST.. CHICAGO 11 


eo mo 4-6124 | May 15. 


\Judges Named for ‘55 
Benjamin Franklin Awards 
The seven judges for the current 
Benjamin Franklin Magazine 
Awards competition have been an- 


Today we play with 
dolis, stamps, pictures 


Tomorrow we'll be selling greeting card 


JACKSON, MISS. 
State Times 


(EVENING AND SUNDAY) 


Delivers 
18.3% more 


dealer and carrier circu- 
lation in the Jackson city 
zone than any other eve- 
ning newspaper. 


(Based on information taken from A.B.C. 
publishers statements for the 6 months 
ending September 30, 1955.) 


In the short space of one year, the State Times— 
the Newspaper Owned by the People—has con- 
vincingly demonstrated the greater value it offers 
to advertisers. Look at these additional facts: 


38% more department store lineage... 
74% more food lineage... 


30% more automobile lineage... 
107 
More total display advertising... 


ind 
% 


more appliance lineage... 


More total classified advertising 


since the State Times started publication than 
any other Jackson evening newspaper. 


(Lineage data based on 
media records statistics.) 


Represented by 


BURKE, KUIPERS & MAHONEY, INC. 


New York, Chicago, Detroit, Kansas City, Atlanta, 
Oklahoma City, Dallas, Charlotte, San Francisco 
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BLOSSOM TIME—A color transparency of apple blossoms is superim- 
posed on a picture of Mont St. Michel in this French Government 
Tourist Office ad to illustrate springtime in Normandy. First ad in 
the 1956 series, it is appearing during February in House Beautiful, 
The New Yorker and Time. 


Canadian Rubber 


Spidell to Baran-Walthers 

Paul Spidell has been appointed 
‘an account executive of Baran- 
Walthers Advertising Agency, Tul- 


Spokesman Urges 
Quotas on Imports sa. Mr. Spidell formerly held ad- 
vertising and sales promotion posts 


Toronto, Feb. 7—The decision with International Business Ma- 
of B. F. Goodrich Rubber Co. of chines Corp., New York, for sev- 
Canada to withdraw from the rub- ora) years and also has headed Tri- 
ber footwear business in the face State Advertising Agency. 

of increasing foreign competition 
was described as “only the begin- 
ning” by Greig Smith, manager of OMS Names Clapp A.M. 

the Rubber Assn. of Canada. OMS Mail Advertising, Boston, 
“The Dominion government has has appointed Winthrop S. Clapp 
refused to give any protection to|advertising and sales promotion 
Canadian manufacturers, who are |™Manager. Mr. Clapp formerly was 
faced with a growing influx of with American Optical Co. and the 
rubber products from low cost| New England Lumber division of 
Oriental exporters,” said Mr.|Diamond Match Co. 

Smith. 


eee ny 
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France Again Uses 
Print, Radio to Build 


Its Tourist Business 


New York, Feb. 7—French Gov- 
ernment Tourist Office will use 
consumer and trade magazines 
plus radio in ’56. “If you love life, 
you’ll love France,” will be con- 
tinued as the campaign slogan. 

In consumer ads, superimposed 
color transparencies will suggest 
moods and places, and copy will 
outline tourist itineraries. The 
schedule calls for 27 four-color 
pages in Esquire, Fortune, Holiday, 
House Beautiful, The New Yorker 
and Time. 

The radio program, “To France 
—with Music,” will be co-spon- 
sored with Air France again this 
year and will be heard in the 13 
major passport-originating cities 
across the country. 

For the trade, 12 “newsletter” 
inserts on color stock will run in 
ASTA Travel News, Travel Agent 
and Travel Trade. In Canada, 30 
b&w insertions are scheduled in 
MacLean’s, Mayfair, La Revue 
Moderne, La Revue Populaire and 
Saturday Night. 

Benton & Bowles is the agency. 


_Ace Ebbeson to Retire 

| Alf Carleton (Ace) Ebbeson, as- 
|sociate advertising and sales pro- 
motion manager of the Kessler- 
Gallagher & Burton division of 
Seagram Distillers Co., will retire 
Feb. 29. No successor is expected 
to be named immediately. Murray 
Koff is advertising and sales pro- 
j}motion manager of the division. 
| Mr. Ebbeson was advertising man- 
ager of the former Wm. Jameson 
Co., which produced and marketed 
the brands before Seagram bought 
it out in 1942. It was operated as 
a subsidiary until merged with 
Seagram as a division late in ’53. 


Loblaw Adds Trading Stamps 


Loblaw Inc., Buffalo, a super- 
|/market chain, has inaugurated the 
| All-American Stamp plan in cer- 
|tain sections of New York state 
and Pennsylvania. The chain has 
|added the trading stamps, in ad- 
dition to a premium certificate 
|plan, in areas where stamp com- 
|petition is keen. Participating 
stores will issue catalogs making 
premiums available on both a cer- 
tificate and stamp basis. 


“More Canadians will be put out 


of work unless the government 4 
acts,” he said. The Goodrich deci-| "'YONNE SAYS:— 
sion, it was reported, will mean 4 


4 


loss of jobs for 100 workers at the 
Minter Rubber Co. in Granby, 
| Que., which has been making rub- 
ber footwear for Goodrich under | 
contract. 
“We are competing against a | 
handful of rice and a bamboo 
shack,” said Mr. Smith. “Coolie | 
wages of 6¢ an hour are paid to| 
rubber footwear workers in Hong | 
Kong, compared with $1.45 in 
| Comeee. It is vital that import 
|quotas be imposed. Otherwise the 
|rubber footwear industry will be 
|wiped out in Canada in two to 
|three years.” 

| Mr. Smith said an even more 
| serious threat is looming in the ef- | 
|forts of Japanese exporters to 
|break into Canada’s tire market. 
|One Japanese manufacturer is re- 
|ported, he said, to have sought a 
|deal with a Canadian company to 
|supply its entire rubber tire needs 
at below Canadian rates. 


4 
ws 
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Jewel Tea to Make Coffee 

| Jewel Tea Co., Barrington, II1., 
|will start manufacturing its own 
|instant coffee beginning in May. 
At present Jewel’s instant coffee 
‘is manufactured for the company 
}and is merely packaged at Jewel’s 
|plant. This will make Jewel the) 
only producer of instant coffee in| 


. | NATIONALLY 
dian ype a company spokes REPRESENTED BY 


“BAYONNE CANNOT BE 


nw 


COVERAGE 


We're proud as peacocks that our paper 
is read every night by 7 out of every 10 
families in Bayonne, but then, why shouldn't 
it be? It's filled with everything our readers 
wont... complete coverage of all local 
news, national news, foreign news and all 
the worthwhile features. You can't ask for 
a better place to sell your product .. . be- 
cause 


SOLD FROM THE OUTSIDE” 


THE BAYONNE TIMES 


Bayonne, New Jersey 
BOGNER and MARTIN 
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GOLD BAND—New packaging for 

Carter’s lines of underwear sees 

polyethylene replacing cellophane. 

Packages are printed in blue, with 

diagonal gold band. Batten, Bar- 

ton, Durstine & Osborn designed 
the packages. 


‘Something New in 
Old Grind’ Is Theme 
of Oster Mfg. Drive 


MILWAUKEE, Feb. 7—John Oster 
Manufacturing Co. has scheduled 
the biggest campaign in its history 
for the first six months of 1956. 
All Oster houseware and beauty 
appliances will be promoted, but 
the lion’s share of the advertising 
will go to Oster’s new double-duty 
appliance, a combination meat 
grinder and ice crusher. 

Half-page color ads are sched- 
uled in Better Homes & Gardens, 
Esquire, Farm Journal, Good 
Housekeeping, Ladies’ Home Jour- 
nal, McCall’s, Modern Bride, Mod- 
ern Romances, Modern Screen, 
Parents’ Magazine, Screen Stories, 
Town Journal, What’s New in 
Home Economics and Woman’s 
Home Companion. 

For the trade, color pages and 
spreads will run in Electrical 
Dealer, Electrical Merchandising, 


Hardware Age, Hardware & 
Housewares, Hardware Retailer, 
Housewares Review, National 


Housewares Directory, Installment 
Retailing, Premium Practice and 
Retailing Daily. 


® Spot radio will be used pri- 
marily in the East, on the West 
Coast, and in the Midwest and the 
South. Tv jingles and film strips 
will be aired across the country, 
with special emphasis on the West 
Coast, the Southwest and the East. 

Metropolitan newspaper adver- 
tising will be backed up by an 
“intensified” campaign in dailies 
and weeklies. 

“There’s something new about 
the old grind” will be the con- 
sumer ad theme for the meat 


| Foremost Buys Telecast 


grinder. “It pays to display” will 
be the theme of the trade ads. | 

Ads for the Osterizer liquefier- 
blender are aimed at mothers of 
young children, and show a baby | 
asking, “Who said I can’t eat| 
steak?” The answer is “Your baby | 
can when you own an Osterizer | 
blender.” 

A “sizable proportion” of the | 
ads boosting the full line of Oster | 
products will be based on the gift 
theme: “Give an electrical appli- 
ance.” 

Mathisson & Associates is the 
Oster agency. 


Underwood to Roach Studios 

Cecil Underwood has been 
named managing director of the 
commercial division of Hal Roach 
Studios, Culver City, Cal. He re- 
cently resigned from Warwick & 
Legler, where he was director of 
radio and tv. 


Colgate Buys ‘Friend Flicka’ 
Colgate-Palmolive Co., Jersey 
City, will sponsor “My Friend 
Flicka” over CBS-TV, starting | 
Feb. 10 at 7:30 p.m., EST. Lennen | 
& Newell is the agency. 


Foremost Dairies, San Francisco, 
will sponsor a new 30-minute 
musical telecast starring Rosemary 
Clooney in 52 tv markets starting 
this spring. Guild, Bascom & Bon- 
figli is the agency. The film show 
will be syndicated by MCA-TV in| 
the territory not covered by Fore-| 
most. 


S.F. Adclub Elects Purcell 


Cynthia Purcell, McCarty Co., 
has been elected president of the| 
Advertising Women’s Production | 
Club of San Francisco. Other new | 
officers are June Siringer, Western | 


Walter Thompson Co., secretary, 


| 
| 


Advertising, vp; Ann Farrell, = 


and Pat Pauly, Fireman’s Fund! 


Insurance Co., treasurer. 


S.F. Art Club Sets Exhibit 

The eighth annua! exhibition of 
advertising and editorial art, spon- 
sored by the San Francisco So- 
ciety of Artists & Art Directors, 
will be held May 8-24. Preliminary 
entries must be submitted prior 
to Feb. 18. Information may be ob- 
tained from the club office, 252 
Clay St., San Francisco. 


Weil Gets Grand Prize Post 
Ben Weil has been appointed ad- 
vertising manager of Grand Prize 
Brewing Co., Houston. Mr. Weil 
formerly was an account executive 
of Foote, Cone & Belding, Houston. 


WHBF 


as a major aid to 


your Quad-City 


marketing plans 
in 1956 


Represented By 
AVERY-KNODEL 


LIKE CALIFORNIA WITHOUT 
THE BILLION L 
VALLEY OF THE BEES 


Take a look at the brands making real headway in California. 
You’ll find the leaders have hefty backing in the inland mar- 
ket. They use strong schedules in this self-contained area’s 
favorite newspapers, the three Bee newspapers. Together, 
these three newspapers give you coverage in depth of inland 


California. 


V4 MORE BUYING POWER HERE 
THAN IN ALL OF COLORADO* 


4 NOT COVERED BY LOS ANGELES 
AND SAN FRANCISCO NEWSPAPERS ' 


* Sales Management’s 1955 Copyrighted Survey 


MCCLATCHY NEWSPAPERS B 
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Glidden Print, TV | 
Push Will Introduce _ 
New 56-ColorLine 


CLEVELAND, Feb. 7—Glidden Co. 
has opened its biggest spring- 
summer paint program, stressing 
the ease with which Glidden 
paints can be washed, mixed and 
harmonized, and introducing 56 
new colors. 

The campaign started in the 
Jan. 28 Saturday Evening Post 
and will extend through July.) 
Sales messages will be aimed at 
paint buyers who do their shop-| 
ping at retail paint and hardware 
stores. 

The schedule includes American 
Home and Better Homes & Gardens| 
(four insertions each), Life (a 
spread), Progressive Farmer (two) 
insertions), The Saturday Evening | 
Post (nine insertions) and Suc-| 
cessful Farming (two insertions). | 

The new colors, according to 
A. B. Duncan, Glidden vp, will be 


presented in four broad approach- | 
es: “Early bird” painting, now in 
progress; spring promotion, the full 
paint line and house paint. 


® Glidden paints will be presented 
in Show House’s nine-sponsor ad 
spread in The Saturday Evening | 
Post. Glidden also will participate | 
in the Dave Garroway and Arlene 
Francis tv shows during the peak 
of the spring painting season. 

Meldrum & Fewsmith is Glid- 
den’s agency. 


Gassaway Promoted 

William B. Gassaway, formerly 
field manager in the Memphis-New 
Orleans area, has been promoted 
to sales promotion manager of the) 
Hamilton Beach Co. division of! 
Scovill Mfg. Co., Racine, Wis. 


Radio-TV Reps Boosts Nickey _ 
Edward Nickey, general man-|sales staff is Frank J. Honoski,|sales executive of Southland Pa- 
ager of the Chicago office of Ra-| formerly with Dun & Bradstreet. | per Converting Co., has joined D. 
dio-TV Representatives, has been P. Bushnell & Co., Pasadena, Cal., 
named a vp of the company. Edwards Joins Bushnell as director of marketing. Bushnell 
Latest addition to the New York | William F. Edwards, formerly a| manufactures optical products. 


Barber Lord Venn Kiebler Minich 


SPOTLIGHT ON OUTDOOR—Outdoor Advertising Inc., New York, was 
host recently to 150 media men and women at a luncheon showing 
of OAI’s new basic sales presentation. Shown here are Walter Bar- 
ber, Compton Advertising; Ted W. Lord, eastern sales manager, 
OAI; Rita Venn, Doherty, Clifford, Steers & Shenfield; Milton 
Kiebler, Benton & Bowles, and John J. Minich, McCann-Erickson. 
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Improve Techniques 
to Wield Influence, 
‘Researchers Urged 


Cuicaco, Feb. 7—Statistical 
market research workers should 
sharpen the tools of their trade to 
|achieve a greater role in manage- 
ment decisions. They must do this 
in order to compete successfully 
with “newer” types of manage- 
ment services such as motivation 
research and operations research. 

This warning was sounded last 
week by Warren N. Cordell, vp of 
A. C. Nielsen Co., at a meeting of 
the Chicago chapter of the Amer- 
ican Marketing Assn. and the 
American Statistical Assn. 

Mr. Cordell questioned whether 
or not statisticians and market re- 
searchers are supplying manage- 
ment with as much help as they 
can. 

“Have we been doing all we can 
to extend the scientific methods 
and tools at our disposal to help 
achieve a better understanding of 
the basic functions we study?” he 
asked. 

“Are we participating to the de- 
gree we should in the utilization 
of survey findings and objective 
evaluations in management’s deci- 
sion-making operations?” 


| 
| 


® The “new” business manage- 
ment services have directed their 
appeals to these important areas of 
management and have found busi- 
ness executives desiring help with 
problems of these types, Mr. Cor- 
dell said. 

“I believe managements will im- 
prove their batting averages if 
they get more help from their 
statistical and marketing research 
staffs and encourage their greater 
participation in decision making,” 
he said. 

“We are being unfair to our- 
selves and to our managements if 
we allow ourselves to be pushed 
toward a narrow concept of our 
functions approaching nose count- 
ing or a figure clerk.” 

Market researchers should try to 
learn more about how management 
decisions are made and should try 
and help improve the decisions, 
Mr. Cordell said. “Statisticians and 
market researchers must learn to 
talk in language which will not 
exclude them from a wider range 
of participation in their company’s 
operation,” he said. 


® Small samples, scientifically se- 
lected, can furnish dependable in- 
formation in aiding management 
in decisions, Mr. Cordell said. He 
pointed out that laws governing 
statistical mathematics are as ac- 
curate as those that control any 
other exact science. 

For example, he cited a 1950 U.S. 
Census Bureau study covering 45,- 
983,398 homes. Hundreds of small 
samples were taken in this study. 
The over-all results were the same 
or very close to expected results 
obtained from the sampling, he 
said. 

But non-sampling errors still 
need to be reduced, Mr. Cordell 
said, because a small sampling 
study may be thrown off by them, 
however exact the sample. As an 
example, he recalled a story about 
a company which made careful 
studies to determine a new head- 
quarters site. All the studies 
pointed to a certain location, but 
another site was chosen—because 
the wife of the company’s presi- 
dent wanted to live in that locality. 


Stalker-Grossman Bows 

William F. Stalker, sales promo- 
tion manager and public relations 
director of Century Food Markets 
Co., Youngstown, O., and Fred 
Grossman, grocery buyer of Cen- 
tury Food, have resigned to form 
their own agency. The new agency, 
Stalker-Grossman Advertising 
Agency, has offices in Pick Ohio 
Hotel, Youngstown. 
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BOWL OF TOMATO SOUP COURTESY OF CAMPBELL’S AND 8.8.0.0 
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The image and the brand 


BABY IN TUB COURTESY OF IVORY SOAP AND COMPTON 
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...and the magazine 


Must advertising commit assault and battery to move mer- 
chandise? Must every single message an advertiser sends 
out, turn itself right around and bounce back with dollars 
of quick profit? 

More and more advertising people think not. David 
Ogilvy, one of the most outspoken, in a speech last Fall 
made a bold, intelligent attack on the “hit-and-run” adver- 
tising fanatics. Said he, in part... 

“The really evil aspect of the old rough-tough school was 
that it took such a very short view of advertising. Its prac- 
titioners were not building brands. They were not invest- 
ing money in advertising. They were spending money. 
They were shortsighted men. 

“Today we have come to believe that every advertise- 
ment must be considered as a contribution to the complex 
symbol which is the brand image .. .” 

You ought to read every word of this speech. If you write 
Mr. Ogilvy, we’re sure he’d be delighted to send you a 
copy. Later in it, he goes on... 

“What a miracle it is when a manufacturer manages to 
sustain a coherent image in his advertising over a period 


TATTOOED SMOKER COURTESY OF MARLBORO AND LEO BURNETT. 


of years... What guts it takes, what obstinate determina- 
tion to stick to one coherent policy year after year in the 
face of all the pressures to ‘come up with something new’ 
every six months. 

“But what golden rewards await the advertiser who has 
the brains to create a favorable brand image —and the 
ability to stick with it. Look at Campbell’s Soup! Look at 
Jell-O! Look at Betty Crocker! Look at Esso! Look at 
Ivory Soap!” 

And we might add — look at Kodak ... and Goodyear... 
and Kellogg ... and Listerine .. . and Cadillac... and 
dozens of others who have successfully built a meaningful 
brand image. And done it essentially via magazines. Look, 
too, at courageous newcomers such as Marlboro, and 
Acrilan, and Hathaway Shirt (from Mr. Ogilvy’s own 
agency)... 

For more years than either you or we can remember, 
building brand personality has been the one thing maga- 
zines have done better than any other medium. And in light 
of this re-evaluation under today’s saw-toothed competitive 
terms, surely this is more than enough for most advertisers. 
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THIS ILLUSTRATION, AND THE ONE ON PAGE ONE, BY MANUEL SANTOS, ONE 
OF AMERICAS NEW. YOUNG AND TALENTED ADVERTISING ILLUSTRATORS. 


“Here, 


try my 
brand...” 


Scoff not at brand loyalty. It is an inti- 
mate, personal thing . . . more precious 
than rubies, and much less easily come by. 

Deeply dyed as a blood brother of the 
Brooklyn Dodgers, heartfelt as a strip- 
ling’s hand raised in the Boy Scout oath 
. .. it is one and one with the fabric of 
American life. 

Small wonder then that the magazine 
has played so big a part in the past and 
present of most best-liked brands .. . will 
play a bigger role in their future. 

For the magazine, itself, owns thou- 
sands of acres of the American threshold 
. . . comes into millions of living rooms 
only by personal invitation ... shares 
kitchen, bedroom and bath .. . is friend, 
and counselor and entertainer all. That its 
privileged status with the American fam- 
ily should rub off on those advertisers 
who use its pages fittingly, is inevitable. 

We have seen this happen again and 
again... this fruitful partnership of 
product and publication. Here in Louis- 
ville we’ve been printing magazines for 
some 92 years. We expect to go right on, 
happily, and with even larger press runs. 
And in good time with one or two more 
fine clients, too. 


Fawcet t-Deari ne PRINTING COMPANY, LOUISVILLE, KENTUCKY 


67 WEST 44TH STREET, NEW YORK 36, N. Y. + 612 N. MICHIGAN AVENUE, CHICAGO 11, ILLINOIS 
A MEMBER OF “THE FAWCETT FAMILY” ... PRODUCING A MILLION MAGAZINES A DAY 
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Advertising Age, February 13, 1956 


TvB Names Two Sales Execs; 

Nelson Leaves to Join NTA 
Halsey V. Barrett, senior ac- 

|count executive of the Televi- 


Bench Ad Battler 
Threatens Boycott of 
Buffalo Businesses 

| York, has been promoted to direc- 


Burra.o, Feb. 7—The New York |tor of national sales. At the same 
State public works department has time, Ray Nelson has resigned as 
ordered a Buffalo man to remove director of spot sales of TvB to 
at least half of eighteen wood and join National Telefilm Associates, 
concrete benches carrying adver-| New York, as head of a special 
tising signs on Genesee St. between project. Mr. Nelson will not be re- 
the Buffalo airport and the city | placed since the bureau’s sales 
line. Removal of the benches had | 


|sion Bureau of Advertising, New | i 
rector in charge of media research 


| 


activity has been realigned under a 
local and a national sales depart- 
ment. 

TvB also has named George G. 
Huntington, formerly project di- 


of Dancer-Fitzgerald-Sample, di- 
rector of sales development. 


Mrs. Hunter Named VP 
Pat Hunter, formerly daytime 
programming consultant to Young | 


& Rubicam, has been named vp in! 


charge of operations for the new | several daytime serials, Robert B. 
| program production company, As-| Schall, writer-producer, has been 
sociated Writers & Producers, New | appointed manager of productions 
| York. Mrs. Hunter has produced for the company. 


SURE STRIKE! 


| Manufacturers of fishing tackle and related lines 
can’t miss getting bigger strikes from advertising 
in FTTN—the top specialized book covering 
11,047 selected top tackle dealers and jobbers. 


FISHING TACKLE TRADE NEWS 


WILMETTE 
_ HLINOIS. 


been requested by the Buffalo) 
Business Federation, which called | 
them a traffic hazard. 

The benches are placed at a 45 | 
degree angle facing the road. The 
business federation complained to 
Public Works Commissioner John | 
W. Johnson last month that the | 
benches distract drivers. 

In a letter to Robert B. Robin- 
son, chairman of the federation’s | 
traffic and accident prevention | 
committee, Mr. Johnson said he 
had ordered District Engineer E)- | 
mer F. Youngmann to investigate 
and submit a report. 


® “This report indicates that all 
but a few of these benches are 
within the highway right of way, 
and the owner has been instructed 
to remove them,” Mr. Johnson said 
in the letter. “If this is not done 
within a reasonable length of time, 
they will be removed by the main- 
tenance forces of this department.” 

Mr. Youngmann identified the 
owner of the benches as Vic Weiss, 


of Cheektowaga. He said his office 
gave Mr. Weiss 30 days to remove 
the benches. Mr. Youngmann said 
the nine benches extending into 
the highway right of way are a 
violation of state law. 

Informed of the action, Mr. 
Weiss said he is preparing letters 
for circulation in suburban Cheek- 
towaga, urging a boycott of Buf- 
falo Business Federation members. 


= “I am preparing 20,000 letters 
containing the business names of 
all Buffalo Business Federation 
members,” he said. “They will ask 
the cooperation of the 70,000 
Cheektowagans, with a weekly 
spending power of over $1,500,000.” 


Bishopric/Green Adds Fielden 
as Principal: Changes Name 

Bishopric/Green & Associates, 
Miami, has changed its name to 
Bishopric/Green/Fielden Inc. New 
principal, W. Arthur Fielden, a 
vp and director, has been with the 
agency since 1952, most recently 
as radio-tv direc- 
tor. He will con- 
tinue to head the 
agency’s public 
relations and tv 
activities. 

Norman Swet- 
man has been 
named to succeed 
Mr. Fielden as 
radio-tv director. 
He joined the 
agency in 1955 
after serving with 
WTVA and WSUN-TV. Mrs. Na- 
talie Guerra, with the agency 
since 1952, has been appointed me- 
dia director to supervise purchase 
of all radio and tv time in addi- 
tion to print media. Bishopric/ 
Green/Fielden was known as 
Houck & Co. until July, 1954, | 
when the agency reorganized and | 
changed its name (AA, Aug. 2, 
54). 


W. Arthur Fielden 


McKelvie Boosts Russell 
Marvin Russell, formerly man- 
aging editor of the Colorado 
Rancher & Farmer, Denver, has 
been promoted to editor. He also 
was elected to the board of direc- 
tors of McKelvie Publishing Co., 
which publishes the magazine. Mr. 


better living. 


Can you identity these four 
famous scientists? 


The chap with the goatee is Louis Pasteur. That’s Alexander 
Graham Bell hiding behind the whiskers. And if you said 
Thomas A. Edison for the third man, you’re absolutely right. 


The fourth fellow? We don’t know who he is either, exactly. 
But we do know an awful lot about him. 


He’s the most important ‘scientist’ in America today — when 
it comes to numbers and purchasing power. He 
symbolizes the movement of science, over the 
years from the lab thru industry into the home. 


This fourth fellow—and there are millions like 
him — depends on the editorial “know-how” of 
POPULAR SCIENCE for how-to information: 
for his business, his home and his hobby. 


He and his friends are the “cream” of the 
$10,000,000,000 home improvement market and 
they carry their skills from industrial jobs into 
their homes. They are a market of ambitious men 
who apply scientific “know-how” to the art of 


These POPULAR SCIENCE readers own a high percentage 
of homes...cars... power tools... home workshops. They 
are better educated—and they earn one of the highest median 
incomes among all major magazines. In recognition of these 
above-average qualities —advertisers have placed the largest 
dollar-volume in POPULAR SCIENCE in its 84-year old 
history —giving POPULAR SCIENCE the larg- 
est 1955 increase in advertising pages and reve- 
nue in the science-mechanical field. 


POPULAR SCIENCE is the best-read magazine 
in the field. If you haven’t seen a copy recently 
(or haven’t put it on a media list lately) call 
your nearest POPULAR SCIENCE representa- 
tive. He’ll not only bring you over a few cories— 
he’ll also show you the new (Nov. ’55) Daniel 
Starch study. If you haven’t already seen it... 
you’re in for an eye-opener ! 


Russell has been managing editor DQ) PU LAR SCIENCE — America’s leading new-idea magazine for 84 years 


since its beginning in 1947. Prior | 
to that he was director of infor- | 


NEW YORK + CHICAGO + BOSTON + CLEVELAND + DETROIT * LOS ANGELES + SAN FRANCISCO 


mation of Colorado A & M College. 
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Farm Mouse—Glad to see you, Cousin. Welcome to the Farm. How are things in 
town? 


Town Mouse—Pretty good. We’re getting another new factory. Makes some kind 
of gadgets for airplanes. 


Farm Mouse—Planes to carry people or for shootin’? 


Town Mouse—Both I guess. But say! Did you see that article in January Town 
JournaL about the big bombers this country keeps in the air all 
the time. Day and night. All loaded with atom bombs. Just to keey 


anyone from starting a war. 
Farm Mouse—I don’t like war. Don’t like bombs. Too much noise. 


Town Mouse—But that’s only one article in Town Journat. There’re lots of others. 
About a town that came to life, and the milk squeeze, and garden 
flowers, and new food recipes with color pictures, and young folks. 


Farm Mouse— Anything about eating appeals to me. 


Town Mouse—That’s the farmer in you. Town Journat is for families that live in 
the countryside. Has something for all the family. But it’s not a 


farm magazine. 


Farm Mouse— Must be pretty good, with more than two million families reading it. 


TOWN JOURNAL 


The Countryside Unit 


FARM JOURNAL 


Washington Square, Philadelphia 5, Pa. 
Graham Patterson, Publisher Richard J. Babcock, President 


© Consumer product? Sell the whole growing countryside market with the Countryside Unit—FarM JOURNAL and 
Town JOURNAL. Now reaching more than 5 million subscribing families—the biggest thing in the countryside. 
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Feature Section 


Advertising Age 


‘Let's Be Oldfashioned,’ C. M. Says 


E&E Man Wonders About Godfrey 
G. D. C. Discusses the Farm Market 


Bedell Replies to Martineau 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


Salesense in Advertising ... 


THE NATIONAL NEWSPAPER OF MARKETING 


Concerning Long-Term Image-Creating 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 
vp in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 

It is generally agreed in our business, I 
believe, that ordinary commercial adver- 
tising, at both national and retail levels, 
has two principal objectives. 

The first objective is that of creating 
consumer demand 
and/or acceptance 
with the greatest de- 
gree of sales imme- 
diacy that is possible. 

The second objective 
is that of creating a 
consumer state of mind 
favorable to the adver- 
tiser and his goods or 
services that may pay 
off over the long haul. 

The ideal advertising campaign, as I see 
it, is one that does the best job possible on 
the first objective without doing anything 
hurtful to the second and, by the same 
token, doing the best job possible on the 
second objective without doing anything 
hurtful to the first. 


James D. Woolf 


® This long-haul favorable state of mind 
that I refer to is perhaps what David 
Ogilvy means by “brand image.” Said he 
in his October Four A’s talk (AA, Nov. 14, 
1955): “Every advertisement must be 
considered as a contribution to the com- 
plex symbol which is the brand image—as 
part of the long term investment of the 
brand.” 

While I do not go along all the way with 
what Mr. Ogilvy said in his talk, I do 
think his image concept is a most im- 
portant one. 

“How do I want the public to feel, per- 
haps subconsciously, about my company 
and my brand?” is a question, in my opin- 
ion, that should be examined carefully by 
every advertiser. “Aside from the matter 
of immediate sales, what is the general 
impression I want my advertising to 
create? 

“That my company is_ scrupulously 
honest and trustworthy in its dealings, or 
that it is careless with the truth? 

“That my company is modern and pro- 
gressive, or that it is behind the times?” 

“That my products are fairly priced, or 
that the customer usually gets less than 
his money’s worth? 

“That my company is given to vulgar- 
ity and bad taste, or that it is distinguished 
for tastefulnmess, grace, and good man- 
ers? 

“That my company believes the con- 
sumer to be a nitwit, or that it believes 
him to be possessed of ordinary common 
sense? 

“That my company takes a serious and 
responsible view of the consumer and his 
problems, or that it believes his life is 
just one big, fat joke?” 


It is this last question I deal with here. 
I fail utterly to understand how any self- 
respecting company can create a desirable 
long-term image of itself with advertising 
that clowns it up after the manner of the 
Sunday funnies. 

Whether or not such burlesque adver- 
tising is productive of immediate sales is 
not the issue in this piece. I simply want 
to say, as a matter of personal opinion, 
that such advertising is woefully deficient 
in creating a state of mind favorable to 
the brand and the company over the long 
haul. 

Think of the image such comicality and 
buffoonery, carried on steadily year after 
year, would have created for such adver- 
tisers as the U.S. government, General 
Motors, General Electric, Du Pont, Swift 
& Co., General Mills, Marshall Field, 
Brooks Brothers, the railroads and the 
airlines, or any leader in any field. 


Come out of the bone age. darling... 
Warners exelusive new STA-FLAT replaces pokey hanes 
with circulor springlets 
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SET FOR HIGH ‘NOTED’—Whether or not this 
page will create consumer demand 
and/or acceptance for Warner’s girdles, 
I do not know; it will at least be reward- 
ed with a high Starch “noted.” But will 
this ad and others like it create a desir- 
able image of Warner’s as a competent, 
artful, distinguished, and stylish maker 
of women’s uplifts? I doubt it. 


horsepower hifts JU tous of m aon iret 
This new Motor Oil 
can give your car 5 to lO more 
horsepower this winter 
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CONTRAST—If the Ethyl Corp. is, above everything else, an organization of engineers 
and scientists dedicated seriously to the cause of better engine performance, this 
advertisement does not even faintly suggest it. I fail completely to see how this 
campaign can create a favorable long-term image for the humorous Ethyl Corp. In 
contrast, the Shell color page, which is typical of a series, is dignified, serious, and 
authoritative in tone and appearance. This campaign, unlike the Ethyl series, can 
hardly fail to create a favorable image for the Shell company—as an alert, respon- 
sible, scientifically-progressive organization. 


. "I took tt home and started it on a regular diet 


and stared te “The frst canned dog food 
Se” good enough to be labeled Gaines’ 


WEW GAINES OFFERS A COMBINATION DF KOURtSHMEE! AND 
FLAVOR UNMATCHED OY ARY OTHER CAWEED DOC FOOD) 


TWO APPROACHES—Good nutrition, whether it concerns dogs and cats or humans, is 
no matter to be taken lightly. Reading the Puss ’n Boots color page, I get the impres- 
sion that Coast Fisheries is soberly dedicated to producing, scientifically, the best 
possible food for pussycats. With reference to dogs, I distinctly do not get such an 
impression from the Gaines ad. Over the long haul, the Puss ’n Boots campaign should 
create a valuable image for the brand; I can’t say as much for the Gaines funnies. 
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The Creative Man’‘s Corner... 


Let's Be Oldfashioned 


When the history of 1955’s advertising is writ- 
ten, mention will undoubtedly be made of the 
new trend in cake-mix advertising, frosting ad- 
vertising, dessert advertising and—which brings 
us to the point of this column—cereal advertising. 


All have taken on a new look, an open look, 
a different look. The rigid geometric patterns, 
stemming from the Starch readership school, 
were all thrown to the winds. Copy became either 
unworriedly long or almost unnecessarily short. 
Layouts sprawled over the page and art treat- 
ment was designed to be startling. 


Whether this is good or not is anybody’s opin- 
ion. Ours, in case you’re interested—and we 
don’t at all insist that you need be, or even take 
us seriously—is that it is all so different it begins 
to look alike and lose all individuality. 


Frankly, we think the boys (and girls) who 
write and lay out cereal advertising are, if any- 
thing, trying a little too hard. Somehow all the 
cereal ads we see strike us as being just a little 
too clever, a little too unusual, a little too cute. 


Maybe we're getting up in years. We'd like to 
see a little health appeal or some kind of reason 
why. Sounds old fashioned, we realize. But, then, 


so are breakfast cereals. 


Looking at Radio and Television... 


Death of a Salesman? 


By The Eye and Ear Man 

Has Arthur Godfrey had it? Are Mr. & 
Mrs. Average Citizen about to throw their 
former favorite out on the ground that he 
sold out to the rich? Is Godfrey’s bad 
temper due to physical pain or something 
else? Is he selling too many products to 
be effective for any? The answers to 
these and many other questions will be 
recorded by Father Time and no one else. 
But there are signs of what the answers 
will be. 

For many years Godfrey was just like 
Uncle Arthur to the people. He had the 
common touch. He was the lovable black 
sheep uncle who got a little loaded at 
weddings and company outings, flirted 
with the Ladies Aid when they came for 
sewing circle, and told jokes that were a 
little risque. He never was too bad, but 
you had to watch Uncle Arthur—you just 
never knew what he was going to do next. 
He was the life of the party. Things were 
never dull when old Unc was around. 


@ Unc was the local salesman. At the 
local grocery store he sold tea, crackers, 
cake mix, canned fish, soap and assorted 
goods. At the general store where he 
worked he also sold cigarets and even re- 
frigerators. He was a pal of the guy who 
sold autos and helped him out once in a 
while. The trouble with Unc was that he 
was too good a salesman. He got rich. 

He had a way with him, all right. He 
could kid you into buying almost any- 
thing. Well, he’d make you laugh, but he 
wouldn’t really kid when he came down 
to the hard strokes. He had good mer- 
chandise and he really believed it was the 
best. And, you believed him. Uncle Arthur 
never stuck you. 

It’s hard to say exactly when Unc began 
to turn. Things began turning to gold in 
his hand. He got to own the store and 
didn’t he let you know it. He didn’t seem 
to be so interested in selling as he used to, 
although he did stay there on the floor 
and work at it. 

Instead of hanging around the pool hall 


and the Elks, Unc began taking up with 
the mayor and the banker. He kind of 
amused them and they recognized he had 
a way with the people so they kind of used 
him to get messages across. He used to 
come and sit in folks’ kitchens. Then he 
got so he preferred the parlor. Then when 
he expanded the store and put in neon 
lights the plain folks didn’t see him at all. 

He built himself a big house and lived 
in it all alone. He had a place out in the 
mountains and he used to spend three or 
four days there. He got a few fancy cars, 
some riding horses, and even learned to 
fly an airplane. He got too big for our 
town. 

Folks stopped calling him Uncle Arthur. 
He kind of preferred Mr. Godfrey. He 
treated all those old pals who used to be 
his buddies like hired help. He sounded as 
if he hated to part with the money to pay 
them for their work. He began squawking 
about taxes, even though we poor folks 
could see he had it made good. We still 
bought at his store, though. Even when 
Mr. Godfrey used to call from Florida in 
the middle of the cold winter and tell us 
to buy a little more from the store because 
it cost a lot to keep him in the warm sun, 
we bought but we didn’t think it was as 
funny as he did. 

Every once in a while Mr. Godfrey 
would disappear. We heard sometimes that 
he was hanging around with important 
generals or the auto guy who ended up in 
the government. 


® The store is still doing fine. A lot of Mr. 
Godfrey’s old friends are gone. Some were 
too friendly with him and acted as if the 
good old days were still here. Some, he 
just got tired of. Nobody ever left Mr. 
Godfrey on his own. The pay was too 
good. They all got done in, one way or 
another. 

Sometimes it seems as though Mr. God- 
frey has lost his touch. He used to know 
just what would make us laugh and just 
what would make us feel real tender to- 
ward him. That was when he used to sit 


© new HIGH PUFF CORN KIX 
youd be eating some’ Andyoudiowe i 
that Tsty-Goider com fiavor! 


If you wer diny cioser ‘co aN 
Ki 


Advertising Age, February 13, 1956 


Breakfast in one shake! 


You prck your favorite from ten personal portions of wens 
America's favorite cereals You open a fresh package - re ne AO sme 
you spoon up a fresh treat~you're on your way! 


Kellogg’ VaRieTY PACK 


Rawerca s beatinem! cores 


around the old cracker barrel in the gen- 
eral store and talk the kind of talk we un- 
derstood. He had a nice friendly bunch of 
people around him and they weren’t afraid 
of him then, either. 

Mr. Godfrey doesn’t feel so good lately. 
Any fool can see that. Some say it’s no 
wonder the way he used to carry on, 
what with all that cavorting around in 
the city. But a lot of us feel sorry for 
him because he looks real sick to us. 


G. D. Crain Jr. Says... 


A Lot of Farmers 


It’s unfortunate for those who sell and 
serve in farm markets that farm price 
supports and the general state of the 
farm economy represent political con- 
troversy. Since the principal farm states 
are believed to hold the key to the result 
of the 1956 Presidential election, the two 
political parties have made farm policies 
the big issue, and the slam-bang political 
debates reported almost daily have given 
the public the impression that the farmer 
is flat on his back, 

Actually, while farm incomes and farm 
prices are down, the over-all farm situa- 
tion is a lot better than the statistics in- 
dicate. For example, the annual reports 
of three leading farm equipment manu- 
facturers, released within the past couple 
of weeks, showed increased sales and 
profits, while the advertising volume ad- 
dressed to farmers in 1955, according to 
the reliable Farm Publication Reports 
Inc., was up about a million dollars for 
the 39 publications measured. 


® When International Harvester’s report 
was released, financial analysts were im- 
pressed by the fact that sales for 1955 
were up $166,000,000. While IHC makes 
industrial power equipment and some 
other lines, its chief business continues to 
be the production of farm tractors and 


You’re slipping, Mr. Godfrey. Oh, you’re 
not going to go out of business to- 
morrow or anything like that, but the 
store didn’t do nearly as good last year as 
the years before. Why don’t you try com- 
ing home and sitting in the kitchen with 
us? Why don’t you get that nice friendly 
homey feeling back? We still love you, but 
it gets harder all the time. And we'd like 
to call you Unc again. Mr. Godfrey doesn’t 
set right. 


Must Have Money 


other farm equipment. So when the in- 
crease in ’55 business again pushed the 
company’s sales to well over a billion dol- 
lars, it was difficult not to assume that 
farm markets have been responding fav- 
orably. 

International Harvester’s net income 
went up even more spectacularly than 
sales, the °55 net after taxes soaring to 
$55,501,000 from the $36,304,000 reported 
for 1954, and the net profit per dollar of 
sales increasing to 3.9¢ from 2.7¢ the year 
before. 

John L. McCaffrey, president of the 
company, discussed the farm situation in 
a year-end statement, indicating that farm 
equipment sales were about 15% larger 
in 1955 than the year before. He added: 

“The volume of farm equipment sales 
in 1955 increased despite a further decline 
in farm commodity prices. That should be 
a cheering and reassuring factor for us, 
for there are many indications that the 
decline in farm prices which has been un- 
der way for several years may have about 
spent itself, and that any further decline 
will be of lesser extent. We must bear in 
mind that the decline in total farm income 
has not been as great as many would be 
led to believe, and that the total income is 
now shared by fewer farmers.” 

While International Harvester is the 
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From the time of ancient Egypt, artists Be Sig £ ot eo % 
have worked with weavers and dyers to SH ae pe .* 
produce the woven works of art called \ ta as aa A 
tapestries. Some of the finest tapestry * Se 


weaving in the world was done in ancient ie ie a 2s é Ft 
America by the weavers of Peru. This oe : yds oo 


se epee 


ancient and medieval art is now being Zit, ie 

revived by designer-weavers in France + “& 

and the United States, and some of the y re, — 
." ; * 


greatest modern artists, such as Picasso 
and Matisse, have made designs espe- * 
cially for execution on the loom. 


Tha <a 
tise! —_ * ie a 


cain ul UN Ay i | 1 : Nt 
Fine photoengraving, like the making of TAR ts iif] Ail F i iad, ie aq th badeh isin 
fine tapestries, is the product of teamwork ee ea fa iii! i it TEs he tA, ay 
between artists and expert craftsmen. At vi towne ti apc usce paige va 24 iis gs if UW sMetage ag - 
C M & H the artist’s work is respected I = Weigle ( h ( : il wil a Nal th 4 & 


and conserved for reproduction by artist- 
craftsmen who check it dot by dot. This is 
why advertisers and agencies from coast 
to coast, who know the value of team- 


YH) uw, (44h 


| +i | 


a Mi iAtiey 


(/ a it 


ECT Gg) 0 te 
ie 


f 


work in their own creative departments, 
send their work for finest reproduction 


Ne 


| nak 


va if AES: isa jl 


to C M & H. Our Gravure Division is now Afi ‘ i 
equipped to match the quality of letter- u bt i ny" i iit : | ~ ‘4 \ ‘ 
press engravings: another reason for send- ‘Mh sa \ ; 
ing art copy for national advertising vy a” +" a Ma ea | 
reproduction, letterpress or gravure, to spinal ans, megnee Ui 5 Uf 
CM&H. (\t r a A 
yyreiren 1 a ee = vp / 
— BS 2 ¥ eae” 
— te e 
“2 pe 2 a “ - 
, ' s on ; ; — ? 7 ‘ - @ 
=. ge 6 4 : ae “aN 
a : ay &\ 4), 
¥ ‘ ' " 3 A % # 
a tone ‘ i Seccae ’ 
seni 7 aie tail _ 
Ve , < i T., 5 
4 Xs, <res gone, Hod 5 
VY fog ite pt ~~ : ‘ 
AMERICA’S FINEST PHOTOENGRAVING PLANT FOR LETTERPRESS AND GRAVURE itz A. @ &8e 


333 WEST LAKE STREET AT WACKER DRIVE, CHICAGO 6, ILLINOIS 


DESIGNED BY GEORGE McVICKER 
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largest manufacturer of farm equipment, 
its improved experience in 1955 was 
shared by other leading manufacturers in 
this field. The J. I. Case Co. also reported 
a 15% increase in U.S. sales of farm 
machinery, with total sales going to about 
$95,000,000 for the year, and net profit 
amounting to $903,000, compared with a 
loss of $549,000 the previous year. 

The Oliver Corp., another leading pro- 
ducer of farm equipment, reported the re- 
markable increase of 41% in U.S. farm 
machinery sales. Total sales rose from 
$128,000,000 in 1954 to $134,000,000 in 
1955, and net profit increased 29%, from 
$3,707,000 in 1954 to $4,796,000 in 1955. 


® Advertisers have continued to find 
farm markets responsive, as the total rev- 
enue of farm publications measured by 
Farm Publication Reports Inc., rose in 
1955 to $58,843,000, a gain of $902,881 over 
the revenue received in the previous year. 
That did not indicate any lack of adver- 
tiser interest in farm markets or any be- 
lief that farmers lacked the income with 
which to purchase both farm equipment 
and home products of all kinds. 

Mr. McCaffrey’s statement emphasized 
the fact that fewer farmers are in busi- 
ness, so that total farm income is divided 
among fewer families.-One other impor- 
tant contribution to farm buying power is 
income from off-farm employment, a fac- 
tor which is becoming particularly im- 
portant among smaller farmers who have 
not been able to operate as efficiently, in 
terms of equipment, as those who have 
large acreages to cultivate. 


@ Some confidentiz] figures on off-farm 
income from industrial and other employ- 
ment which I have seen recently indicate 
that the farmer who has not been getting 
a large return from farm operations has 
successfully supplemented his income by 


Employe Communications... 


working in nearby industrial plants. This 
has been particularly true in areas of 
rapid industrial development, such as the 
South. 

Probably the best answer is the fact 
that farmers, like manufacturers con- 
fronted with the need for better equip- 
ment and lower costs with which to meet 
difficult pricing situations, are helping 
themselves instead of relying entirely on 
government support. The statement of Mr. 
McCaffrey referred to above included the 
following: 

“Just as any producer of a salable com- 
modity must do, the farmer is seeking 
better ways to produce a better product at 
lower cost. And most farmers have come 
to the conclusion, under such circum- 
stances, that the best and most prof- 
itable step they can take for lower pro- 
duction costs is to get the maximum use 
and benefits from modern farm machines 
of improved design and greater work 
capacity.” 


® It is also encouraging to note that more 
attention is being given to advertising and 
marketing in seeking a solution of the 
farm problem. It happens that one indus- 
try, whose products are sold in a free mar- 
ket, without benefit either of price sup- 
ports or production controls, has done 
very well with the aid of advertising to 
promote greater usage of its products— 
oranges, lemons and grapefruit. 

And the dairy industry, the sheep and 
wool growers and other important pro- 
ducers of farm products are making large- 
scale use of advertising, along with more 
careful study of markets and more ag- 
gresive merchandising. This may be the 
most promising approach for many farm 
groups, even though the disposition of the 
large staple crops and their accumulated 
surpluses will continue to require the at- 
tention and assistance of government. 


Public Relations Advertising Trends 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

Thanks to the recent marriage of the 
AFL and CIO, the streamlined struggle 
for the capture of men’s minds looks as 
though it might be interesting from here 
on in. Several companies which have had 
nothing to say in their communities for 
decades are now brushing off the text- 
books on public relations advertising. 

Probably the best recent discussion of 
the topic appeared recently in Editor & 
Publisher, written by George Hammond, 
executive vp of Carl Byoir & Associates. 
Hammond suggested these broad areas of 
activity for public relations advertising: 
Community relations—which covers plant 
openings, plant expansion, company an- 
niversaries, annual statements, community 
activities and community campaigns; la- 
bor relations; help wanted; “pet” projects; 
statements of policy; proxy fights; nailing 
down a competitive position; statement of 
accomplishment; product difficulty or 
public misunderstanding; the use of ad- 
vertising in legislative situations; consoli- 
dation of editorial opinion; supplier 
relations, and advertising for industry 
associations. 

Anyone who suggests that public rela- 
tions advertising is a limited field should 
look again. 


# Here and there around the country are 
companies which have been experiment- 
ing with a new approach to public rela- 
tions advertising. The procedure involves 
paid space, but it involves generally the 
use of a full page at regular intervals, 
presented, not in the form of display ad- 
vertising, but as an employe publication. 


This so-called “house organ in newspaper 
form” can readily cover most if not all 
of the areas defined by Mr. Hammond, 
but month in and month out it establishes 
a definite readership acceptance among 
the people of the community. 

Outsiders get into the habit of looking 
over the company employe’s shoulder to 
see what’s being said. Thus, when some 
urgent matter warrants discussion, the 
medium is at hand to present it. It is an 
accepted medium for the most part, be- 
cause people have become accustomed 
to it. 


s Mr. Hammond, in suggesting the value 
of public relations advertising in the field 
of labor relations, says in part: “During 
labor disputes, management is increas- 
ingly turning to paid space to present to 
its employes and the community at large 
its policy and reasoning, quickly and ex- 
actly.” 

This is indeed an increasingly popular 
procedure, of the powder-keg variety. Too 
often a company, locked in a labor dis- 
pute, will charge into print to indict not 
only the union but, by implication, every 
loyal employe who happens to belong to 
it. The company rushes into print with- 
out having first exhausted every means 
of reaching its own people. Thus the slug- 
fest is on, and the employe sits by as an 
interested onlooker, often disgusted at the 
spectacle of a company washing its dirty 
linen in public. The frantic headlines sug- 
gest management’s own inability to con- 
trol its temper. 

If the company had established a reg- 
ular device of community communication, 
such as the “house organ in advertising 
form,” it would have no need to woo 
public opinion with a shotgun. 


Tips for the Production Man... 


Advertising Age, February 13, 1956 


A Few ‘Short Takes’ 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & 

Associates, Mendota, IIl.) 

When storing magnesium printing 
plates for future use, it is desirable to 
protect them. The Pacific Printer recom- 
mends brushing each plate lightly with 
Rustban #343, the new magnesium pre- 
servative. Then wrap in Lockerseal wax 
coated paper, the wax side out. Do not 
store plates in ordinary chipboard, as 
the sulphur in the board eats through 
the metal. 


* * € 


Tip on insuring fairness of additional 
1,000 price on estimates for items used 
in advertising production: request an ad- 
ditional 1,000 price which would also be 
the price deducted should final require- 
ments be less than the basic quantity. The 
psychology here is akin to that of two 
partners in business who decided to split. 
One partner says to the other: “You set 
a price on this business at which you 
would either buy or sell, I to have the 
final choice.” 


* * * 


Imprinting or personalization of mail- 
ing pieces is getting to be a job for spe- 
cialists. There are tricks of the trade and 
short-cuts in this work, to which the 
commercial printer has not concerned 
himself because this kind of work is off- 
beat. Involves setting of a lot of names, 
quick-changes on press, and keeping fin- 
ished lots separated and identified. Quite 
a number of shops now offer this special- 
ized service at moderate rates. 


Was watching some railroad mail clerks 
working in their cars, while the train on 
which I was riding was standing along- 
side. This led me to trace the number of 
steps in delivering a piece of mail, start- 
ing with pickup in a corner letter box, 
through cancellation, cost of stamp, nu- 
merous sortings, transport involving five 
or more steps, and final delivery to your 
door. All for 3¢. Just about the world’s 


EADS BRIDGE 
Was Dedicated 


You ane Cordially Snvited to 


NEW FOUNDRY TYPES—A couple of new 
foundry faces have been introduced, now 
opening up new possibilities for those 
who heretofore have had to depend solely 
on paste-up type. The new faces are Latin 
Wide (a bold, extended forceful pointed- 
serif face)—also Repro Script, a medium 
script with a sweeping flow and a pre- 
ponderance of connecting letters. (Above 
exhibits from new showing of Warwick 
Typographers, St. Louis.) 


biggest bargain, isn’t it? Even more so, 
when you stop to analyze it, on carrying 
bulk rate mail at a penny and a half. 


Like to get your small son interested 
in the graphic arts? Buy him one of these 
rubber type and tweezers and stamp 
pad sets at Woolworth’s. Also a set of the 
larger individual hand stamp rubber- 
on-wood alphabets. He’s then in business 
and if he’s a red-blooded boy he'll print 
up so many tickets, handbills, menus, 
letterheads and calling cards that you’d 
like to cry “whoa!” 


“Better Impressions” is the name of an 
interesting monthly mailing piece, syndi- 
cated in nature, sent out by local en- 
gravers to their customers. It is very 
good. A current issue deals interestingly 
with techniques for producing line art 
from photographs. Shows how poster ef- 
fect can be achieved without art, from 
suitable continuous tone pictures. Also 
describes tone and line technique, em- 
ploying a drop-out gimmick that elimi- 
nates highlight detail and making the 
plate into a combination line and half- 
tone. 


Just Looking... 


“It is clear that the ethical problem 
facing American journalism is a seri- 
ous one.” 

So states the report of Sigma Delta 
Chi’s Committee on Ethics and News 
Objectivity in the current issue of The 
Quill. 

And what is the nature of the seri- 
ous ethical problem facing American 
journalism? Free loading. Off-stage 
influence. “Courtesy gifts.” Loot. And 
bribery. 


s The report doesn’t blame anyone 
except the newspapers that tolerate 
such pressures. But it is hard for an 
advertising man to read it without a 
sense of guilt. 

There is the case, for instance, of the 
large agency that “offered many radio 
and tv editors an all-expenses-paid 
trip to London to ‘cover’ a client’s 
plunge into commercial tv.” 

The report doesn’t even raise the 


By Walter O'Meara 


question, but it’s there just the same: 
If it is immorai for an editor to accept 
such a free junket to Europe, is it less 
immoral for an advertising agency to 
offer it? 


s I’m quite sure this question never 
occurred to the agency. Ten to one, it 
did not feel it was doing anything 
wrong. 

And that could be an extenuating 
circumstance—or it could be the re- 
flection of a singular and widespread 
ethical obtuseness. 

Perhaps, in view of the narrowing 
gap between agency and public rela- 
tions functions, these are matters to 
which advertising men—as well as 
newspaper men—might pay a little at- 
tention. 

“The question of ethics obviously 
weaves a dangerous thread...” the 
SDX report concludes. And obviously 
it weaves both ways. 
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Kxponent of the three E's 


EORGE F. NORDENHOLT’S life is dedicated to Engineering, Education and Editing . . . 

and his job encompasses all three. 

After graduating from Lehigh in 1914, George spent six years in industry. 

Then came six more years at Lehigh, three as Assistant Professor in charge of the 
Experimental Engineering Laboratory. 

George Nordenholt’s design accomplishments include a rail grinder, a railroad ballast cleaner 
which cleans as much ballast in an hour as 30 men can clean in a month, and consultant in the 
design of a railroad car for the world’s largest portable power generator. 

In 1929, George joined McGraw-Hill to help launch Product Engineering. He has 
carried the full responsibility of Chief Editor for the past 20 years. In his ceaseless quest 
for facts he travels constantly. Last summer he visited five European countries 

- interviewing industrialists and educators to give his readers a detailed report on new 
developments in engineering design, materials and components, and on 
European methods of teaching and training engineers. 

George is a member of the engineering honor society, 

Tau Beta Pi, and six professional engineering societies. His many 
committee activities keep him in constant touch with the 
country’s foremost engineering executives. 

In experience . . . in knowledge of his job. . . in 
ability to serve his readers, George Nordenholt is typical 
of McGraw-Hill editors. They’re specialists. They know 

( their fields. They live with the problems of the men who 

| look to them for accurate reporting of news that is vital 

) to their industry. That is why every McGraw-Hill 
publication provides the best possible audience for 
) your advertising. 


| McGraw-Hill 


PUBLISHING COMPANY «+ INCORPORATED 
330 WEST 42nd STREET, NEW YORK 36, N. Y. 
More than a million men in business 


and industry pay to read 
McGraw-Hill Business Publications 


‘ ; ; ; ae oT ee oe: ae ieee 2 
: < en oS i ote 0S 
on FF : . 7 ay toy — 3 - Yale 
aig 
eee eee aa ‘ 
ig ° ‘ 
= . ; 

“ | : 

i ¥ f 
‘ =< 
‘ ‘ 

| ee 

' 

1 i 

} ; 

Dt " ae 
| - 
| 
4 6 
| ~ 
| rt 
| 
i i. 

et. 
| rt 
a 
. ‘ 
mare ™ . * f 
ec yo * $ : ¥ 
i . a ih. i 
ae eee el " “ 4 
ee ri B ae i ai ia SO - : 
Be & . ie ti P Sala * x 
eee rom ey p d -, “ 
*, ‘9 7 Cie anil nite ae "SS is 
Bi ad De ee ie ee. 2 —_ rf 
a . > My, ar: q » . a ¢ . had 
lt tea ea on +. te se AO. =a 
| ‘ ae % ag as R 
oe § at 4, he: * 
cae he ie. tee m a 5 
on =a. es % . 
* ale i _ ae : ~ ts * 
hy a te 
; i> t : bs a .4 * i e 
 . S E  e “ 
Fs 7 a a3 7" b 
; ve Xe % ; ; 4 
&y * + Fe “a a 
coe Pog a - Yl 
+ 5 Wes ne ay at : ' 
: ; é ; 
i a ! * iy 2 pe 
%s Ye ; ‘i r i $ v 
. hy x - 
] j a % a oe : 
4 " : 
i : nae ~~ " ape ced 5, ae ‘ 
i} .’ Er ou ee . psi ys poe ‘as Sh "7 % aoe ae 
: “ P pagina ” FR Ns te, Ae a \ 
r ™ =" . “es : — : $c ee a oe a . * 
ee a i — a *. - oS eS a 7 : ¢ 4 . = 
0 a (a ae tg ; ee ye e Vad Pr ‘ 
ag aks Z pen a Te om ie. <. r, —_ , 32 pee bi 
} > BS : 3 — ; ie , = ae ? 
| * ——- - . Sa c— % | 
i ; q ar. , * 3 3 = of 
| ’ fs » ms peng 23 ™ ean . NI & 
‘ _ 5 , Age r ‘ cal = es 
: aM = i. é oe ‘ é oa 
(f ‘ i a Sk Bos 
i ee 1 A Nie? a ee 2 ‘ f a - oS 
{ B? — : 2 2 “sy 
, ’ a ' 
| a , : ; 
\ ii a : me : 
: eis ci ie i od 4 
os | ; 
| — ; ss : 
ee a ; —-_-~ % i-> 
; & = : “se ; 
J ‘ f ee 4 “ee . i 
2 “ ee ‘ as * Me fn 
i —— S ae 
y 4 a i ad e ee ; ts ih i A; f “i 
aia8 i ‘Ca eee ew 
é “4 e “ng = EN, Sr) , 5 _ , . nn 
! 2 eS, ra % a" ‘ ‘ “SS ‘ . oi 
PE Se ee ‘ aoe d - 
| a *, ao Bees ts : Bi 4 ‘ A ; 
; iL aN + % PP deity ae me 2 is x - 
; A, Bec oe. Te an ~ 
> - a : 2s ee Pee Neo ae Bee ' 
aa be : A s wey is agin Ss a i; Se ve E 
- Nain. +m Reg a a i ike 
¥ am fens, _ i cole Saas SZ oe im 
2 ae a em ter: - ie b 
ae uigiie: po _—— ae 44 ss “ 
<< ea .L — ne ae (an eS P Nin 
a | i 
& or Tens Ge Bp 5 a, 
See ar a i Bir tenes: ie i, ; 
Seca) tame rt : aa ee ea, wy a ‘ q oF 
= ie % a ‘ ee das’ anil” Saal Be H ; ae p : x 
Sera Sanaa i Ra Withee oe Pea | dn oe 7 aoe ¢ 
ieee ite th eee ee ey eee ot hc San. tig : 
: es) pha ee em a Rb ee ee ea ' 2 4 ry 
{ est Boer co ea ae ae eee J We beds eer a ‘ Ss 
Stir) Cae Se aC en es Be eee eo ; ? 
ey oe ee ee ie i ae ; ‘ m 
. ei fomaee J Seage oii eee ae: ae om } 
oa sl i _— Bes 
| “5 ae . ie Bek Eke eee ee , ae © he — 
Pie | THe Pe = : a * nae'y 
Sil) a een, a : + eS i 
ca i ae ee a wt ee tdeee. " 
Go. aa ee 2) ee oe a 4 Dae J : 
Va ed os Nena [Re ay er ae eo. 4 abe ae P 
ta >. ee ecg: Leak eee Js . ae Pd ve) ; 3 
oe ee nese ae Scans AG i d igh : a 
> | ee * Cape eeu 2a iets aecaiee Be Fs a4 “-" ; 
i eens 
i ' 
: ‘ > ad ; 
mn te a n : Ys es ” a : «ha x 7 o 7 i Sel ee ee 8 a8? ae ae ei ame fio. sts ae. aa od Aa * ct 
ee ee a a ee i oe 3 eee “a BRS eee | On te oe Be ee tee ee Os ee ry 
—_— gas ear i) site 3 ys: i ee 7 pi Shere ate . ee i ae ees, tia See os rg, ES Port? re a 


On the Merchandising Front... 


Trimming U 
By E. B. Weiss 


The high cost of retooling is making it 
increasingly necessary for manufacturers 
in various lines—notably hard goods—to 
do major retooling only every second 
year; in some instances, only every third 
year. The in-between 
year or years are com- 
ing to be known as 
“trim” years. These 
are the years in which 
the changes in the 
product involve merely 
trim. (In 1956, in the 
auto industry, the cur- 
rent models are “trim” 
models, with only a 
few exceptions.) 

But a new philosophy is taking over 
the “trim” concept and, under this new 
philosophy, trim is no longer considered 
to be solely decoration. Instead, deliber- 
ate efforts are being made to design sec- 
ondary improvements in such a way as 
to constitute both new and improved ap- 
pearance and a functional purpose. 


E. B. Weiss 


® For example, one of the 1956 models of 
the General Electric refrigerator displays 
as one of its improvements for 1956 (ob- 
viously, a secondary change) a treadle 
that runs across the entire bottom of the 
unit. At first glance, it appears to in- 
volve merely a change of trim—and a 
trim change that clearly makes for a bet- 
ter appearance. But, actually, that treadle 
enables the housewife to open the refrig- 
erator coor with one foot—a positive ad- 
vantage when the chief-cook-and-bottle- 
washer approaches the refrigerator with 
both hands fully engaged. 


# Incidentally, this brings up a point that 
puzzles me: Over 25 years ago, we bought 


p the Trim 


a General Electric refrigerator that had a 
small treadle at the bottom which also 
opened the door. I think most housewives 
voted it a wonderful convenience. And, 
in our case, it never caused any mechan- 
ical trouble, so I assume this is not the 
reason it disappeared from the scene. But 
disappear it did; to the best of my ob- 
servation and recollection it has been im- 
possible for some years to buy a major- 
brand refrigerator that could be opened 
with the foot. I wonder why? 


® Still sticking with GE and with its re- 
frigerator, I understand that one of its 
models now shows a special copper- 
colored plate placed behind the handle. It 
definitely improves the appearance; it is 
certainly “trim.” But it also helps to keep 
smudgy fingermarks from the enameled 
surface—so it is also functional. 

Some other examples from General 
Electric: 

1. The backsplash of its 1956 ranges 
appears to be loaded with trim. Yet al- 
most every bit of trim serves some prac- 
tical purpose. 

2. The door of its combination washer- 
dryer had no glamor; now a special 
“knee bar” not only dresses up the unit 
but enables housewives to open the door 
with a dimpled knee, instead of bending 
down. 


s From the standpoint of advertising, it 
surely would be a welcome relief if in 
those years which are not major retooling 
years, manufacturers were to develop 
“trims” that combine a functional pur- 
pose that performs a service for the user. 
There is no question that model years 
which put on the market models with 
merely a bit more gingerbread have com- 
pelled so much advertising to turn to 
hysterics and toward idiotics. 


Looking at the Retail Ads 


(Renounced this week, for a look 
at Mr. Pierre Martineau) 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 


training.) 


Either Apvertisinc Ace garbled Pierre 
Martineau’s “blast” at ApvERTISING AGE’s 
“claque of columnists,” delivered in a re- 
cent speech, or Mr. Martineau’s impres- 
sions of copy are composed of a wondrous 
assortment of garbled ideas. 

In view of AA’s record for accuracy, I 
incline to trust their report. 

As a research man, it would appear that 
Mr. Martineau has spent much more time 
on other advertising subjects than on 
those having to do witb selling effective- 
ness. 

Incidentally, whatever became of that 
research gimmick Mr. Martineau wrote 
about so eloquently a while back—a de- 
vice he had that would determine ad ef- 
fectiveness by checking electrically the 
emotional reactions of people—was it 
through the sweat of their hands, or 
something like that? Now he’s all a-twit- 


ter about motivation research and is 
ready to throw Claude Hopkins and all 
the other brilliant students of advertising 
(who believe copy must meet some stand- 
ards of selling effectiveness) down the 
drain. 


® This is retrogression for Mr. Martineau, 
I think, for he has written some brilliant 
sentences in the past. I remember his 
being quoted in AA to the effect that the 
first question to ask before advertising is 
not: “What medium shall we use?” but 
rather, “What shall we say?” That is such 
utter common sense as to border on genius 
—in these days when messages are unim- 
portant, just so they have been arrived by 
some new research gimmick. 

But you, reader, judge for yourself on 
Mr. Martineau’s more recent maunder- 


ings. 


Mr. Martineau is reported to have said 
(the numbers are mine): “(1) For years 
advertising theory has been completely 
dominated by the Hopkins school (2) 
stressing the importance of telling product 
benefits. (3) This appeal is in theory en- 
tirely directed to the consumer’s econom- 
ic motives. (4) ADVERTISING AGE has gath- 
ered a claque of people from this school 
to hammer away each and every week 
(5) at any departure from their sacred 
principles...” 

Mr. Martineau is reported further to 
have said: “There are three fallacies in 
this group’s thinking. (6) The first is that 
they think advertising principles are im- 
mutable. (7) Secondly, they think people 
are the same today as in the ’20s when 
their advertising principles were formed. 
(8) And third, the old school of thought 
is wrong in its idea about how to com- 
municate with people effectively.” 


® Let’s see examinations of these state- 
ments numbered as above. (1) Anyone 
who is familiar with what Mr. Martineau 
calls “the Hopkins school” knows that 
thoroughgoing action-seeking selling ads 
have always been a very small minority 
of all ads. For every ad of this “Hopkins 
type” he can show me, I'll produce 100 
fractional ads for him. A research man 
should be more accurate. 

(2) Mr. Hopkins, John E. Kennedy, and 
all the other old boys of their caliber and 
period would have a good laugh over this 
remark if they could hear it. They knew, I 
believe, that the only thing people ever 
spend their money to get, is benefits. So 
of course they stressed benefits. No selling 
is done where benefits are not presented, 
for they are the only appeals in advertis- 
ing. Many people buy as a result of seeing 
weak ads that fail to present benefits, but 
those people are not sold. Far more buying 
is done today than selling. Yes—Hopkins 
and his kind stressed benefits, but they 
knew that a powerful ad is a delicately 
adjusted complex thing involving much 
besides benefits. 

(3) And at this point Hopkins and the 
wise selling boys would die laughing— 
were it not too late for that. Since when 
are all benefits appeals to economic mo- 
tives? Perry Schofield (PI. Jan. 6) 
would be surprised to learn his $6,000 
each “blackhead ads” had no appeals in 
them except to economic motives. This 
P.M. point shows complete misunder- 
standing of benefits. 


= (4) Mr. Martineau may believe 
many publishers employ writers to exploit 
their personal viewpoints. The fact is, on 
AA, I haven’t the slightest idea what Sid 
Bernstein or G. D. Crain believes as to the 
merits of any schools of copy thought. I’d 
be willing to bet Jim Woolf and the Cre- 
ative Man (Men) don’t either. I do know 
at some periods in the past I have dis- 
agreed violently with the Creative Man. 

(5) I have a hunch that one of the 
“sacred principles” of Sid and G. D. is to 
let writers report as they see it, thus con- 
founding and compounding P.M.’s error. 

(6) I hope Mr. Martineau isn’t going to 
repeal or annul principles. I’ve always 
thought they were pretty immutable. The 
principle of the lever, and of the pulley, 
and that of capillary attraction, haven’t 
changed since I was in high school. I don’t 
think they’ve changed since Archimedes, 
either. Principles don’t change. But their 
applications may vary endlessly. So may 
the rules and the creative devices by 
means of which one accords with, or uses, 
principles. Most research men respect 
principles. 


® (7) (a) People are the same today as 
they were in the ’20s, only more so, aren’t 
they? Generally indolent, easy-going, 
complacent, et cetera ad infinitum. Human 
nature changes, but unfortunately it 
changes very, very slowly. If Mr. Martin- 
eau is right about people, then biology, 
sociology, psychology, psychiatry, anthro- 
pology, theology, metaphysics, and reli- 
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gion are all wrong. All these seem to un- 
derline the fact that people continue to be 
and to react like people. Economic condi- 
tions have changed. The climate in which 
people buy has changed. But old homo 
sapiens is still almost precisely what he 
was in the 1920s, a tough and tender, be- 
whiskered, praying, belching, cursing, 
working, loafing, admixture of meanness 
and nobility! 

(b) Some of the principles smart sellers 
use in action advertising considerably 
pre-date the 1920s. The Apostle Paul 
antedates the roaring ’20s. Of course, all 
selling in history, including that in the 
Sermon on the Mount, is consistent with 
some mighty sound principles of selling. 
Walter Dill Scott made a nice contribution 
or so as early as about 1904—the psychol- 
ogical principle of fusion, for instance. 
These principles were not “formed” in the 
‘20s. You don’t form principles. You dis- 
cover them. Many wise sellers have used 
these good sound principles of persuasion 
down through the centuries. 


s (8) Mr. Martineau does what I didn’t 
think research men ever did. He feels the 
elephant’s leg blindfolded and describes 
an elephant in terms of porch pillars. I’m 
sure he doesn’t know what my ideas are 
as to how to communicate with people ef- 
fectively. He has made that clear. 

Perhaps this refutation of Mr. Martin- 
eau’s comments is as unnecessary as his 
comments were amorphous. Anyone who 
reads advertising’s literature seriously 
knows that the principal exponents of 
“action” advertising use principles to 
form only the skeletal structures of their 
ads. 

The creative flesh that covers the 
skeleton may be as variable as has been 
God’s handiwork in covering the female 
skeleton—which is always comprised of 
206 well-identified bones. Yet, I would 
never complain of the lack of variety 
among magnificently interesting feminine 
disparities. I think the Creator has done 
an unlimitedly swell and endlessly crea- 
tive job with women! Despite sticking to a 
tyrannical skeletal formula. 


® Incidentally, Mr. Martineau works on 
one of the best and best-sold advertising 
media on earth. He has himself been 
quoted as saying that a host of ads run in 
it that cannot be successful by sheer 
weight of circulation—or words to that ef- 
fect. They need to carry good messages. 
If he is concerned with making advertis- 
ing messages more effective, he must mean 
he wants more sell (more benefits) direct- 
ly or by implication, well supported and 
well sugar-coated. That means he wants 
what students of advertising down 
through the years have proved makes 
selling good. 

Everyone should be interested in new 
methods of research. But every time a 
new method to try comes along, it is hard- 
ly wise to throw away what has been 
proved and will continue always to work. 
And there are principles that have been 
proved, and they will always continue to 
work. 


= I believe good advertising is always a 
marriage of interesting style and sound 
selling technique, no matter how, by bril- 
liance, that technique may be short-cut. 

Most writers on advertising who do not 
believe this are of the intuitive school, apt 
to feel that advertising’s strength must 
somehow correlate, by coincidence, with 
their personal fantasms, unsquared to 
principles. As a professional advertising 
journal, AA would be unfortunate not to 
counteract some of the expressions of 
these far more numerous (I think) above- 
the-law practitioners. 

It is rather unsatisfying to discuss such 
a vital subject as all this, without back 
and forth discussion, I should say. This 
article no doubt makes Mr. Martineau 
look worse than he is, just as his com- © 
ments made AA’s columnists look less 
good than they are. 
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than any other newspaper 


Your advertising goes home, stays home, 
is read at home in the pages of the favorite 
newspaper in Greater Philadelphia’s multi- 
billion-dollar market—The Evening* and 
Sunday Bulletin. 


There’s unusual interest in the sparkling 
new appearance of The Sunday Bulletin. 
With 10 separate sections and R.O.P. edi- 


torial and advertising color, The Sunday 


*Largest evening newspaper in America 


Bulletin is published on new presses, in 
new type, in the most modern newspaper 
plant in the world. 


The Bulletin packs selling power through- 
out a market noted for its buying power. 
Philadelphians like The Bulletin; they buy 
it, read it, trust it and respond to the adver- 
tising in it. 


The Bulletin is Philadelphia. 


In Philadelphia nearly everybody 
reads The Bulletin 


Advertising Offices: Philadelphia, 30th and Market Streets 
New York, 342 Madison Ave. * Chicago, 520 N. Michigan Ave. 


Representatives: Sawyer Ferguson Walker Company in Detroit 
Atlanta * Los Angeles * San Francisco 
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Ayer Appoints to New York, New York public relations depart- 
Philadelphia, Detroit Stafts ment, associate director of the de- 
N. W. Ayer has appointed Oscar partment. Edward O. Douglas Jr., 


aie : . ... formerly with American Express 
Leiding, formerly superviscr of its Co., and Anita Welch, previously 


with Sally Dickson Associates, 
have joined the New York pr staff. 
Ruth D. Supiro, formerly with A. 
C. Nielsen Co., also has been ap- 
pointed to the radio-tv research 
staff in New York. 
— ; In Philadelphia, Ayer has named 
ALLIED 2<c2— ©" HOUGH AVE Charles H. Brennan Jr., formerly 
Di -iiaee export advertising manager of the 


TY é 3 ” 
) ) YoU RECTFICA s 
MADE, TO YOUR SPECIFICATION 


Freon petroleum chemicals and | Advertising, and Mr. Robinson 
dyes division of E. I. du Pont de previously was with Scott Paper 
Nemours & Co., and Boris Todrin, Co. 

previously copy supervisor of 

Equitable Life Assurance Society, | Periodical Group to Edelman 
to the copy department. Richard The Council for Independent 


M. Prentice, with Ayer since 1944,)_ **"* : , me 
‘has been promoted to the Phila- | Distribution, national association 


|delphia plans-merchandising staff. °f independent wholesalers of 


\James R. Hughes and Roy W. Magazines, newspapers and other | 


/Robinson Jr. have joined Ayer’s | periodicals, has appointed Daniel 


| Detroit office as members of the J. Edelman & Associates, Chicago | 
auto co-op service staff. Mr. and New York, to handle its pub-| 


Hughes formerly was with Grant lic relations. 


3 , the 


pillar of strength 
for your sales 


It’s true that “money talks”. And what 
a wonderful story it tells advertisers 


about the Star Weekly! 
Readers buy 99.6% of all the Star 


Weekly's huge circulation each week 
for cash at the newsstand—or from 
the carrier boy, in every English- 
speaking centre of 60 or more families 
(only 0.4% is by subscription). 


It all adds up to more than 5% million 
dollars—over 56 million dimes—paid 
out yearly by Canadian families to 
buy the Star Weekly. The reason?>— 
because they want to read it! 


Cash-confirmed readership, Canada- 
wide distribution and fine-quality 
printing all combine to make your 
advertising dollar worth more in the 


Star Weekly. 


STAR W 
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star—Mickey Mouse has a new 
|role as “The Little Shoemaker,” 
| promoting a new line of children’s 
| shoes by Trimfoot Co., Farmington, 
‘Mo. The box is made by W. C. 
| Ritchie & Co., subsidiary of Stone 


Container Corp., Chicago. 


Supers Brought ‘55 


Grocery Gains, Says 
‘SM Merchandising’ 


New York, Feb. 8—Sales of 
$20.3 billion were piled up by the 
supermarket industry in 1955, bet- 
tering its 1954 record by 11.5% 
and upping its share of the nation’s 
grocery and combination store vol- 
ume to 55.1%, Super Market Mer- 
chandising says in its current issue. 

“Acceleration in the rate of new 
supermarket construction, which 
has been the highest since 1950,” 
the publication says, “was the 
greatest single factor contributing 
to the superior performance. New 
market formation for ’55 brought 
the total of supers in the U.S. to 
20,537, or 9% greater than in 1954. 


® “Supermarket increases out- 
paced those for the grocery store 
business as a whole, where sales 
went from $34.8 billion in °54 to 
$37 billion in °55, a rise of only 
6.3%. 

“Almost all the grocery store 
1955 gain,” the report says, “was 
the result of supermarket activity. 
Subtracting supermarket volume 
from total grocery store volume in 
both ’54 and ’55 discloses that the 
remaining ‘true’ grocery and com- 
bination store sales experienced 
practically no change at all.” 

Although the increase in sales 
for the supermarket industry was 
enhanced somewhat in 1955 by a 
drop of 2.2% in the prices of food 
products, the report notes, the big 
gain in volume for the year “was 
almost wholly the result of new 
market construction. New stores, 
with their higher average volume, 
exerted the force that pushed sales 
up beyond $20 billion in 1955. 

“Average sales per supermarket 
in °55 amounted to $992,000, as 
compared with $965,700 in ’54.” 


® The report points out that while 
much of the new building in the 
industry is devoted to replacement 
of old plant and installations, a 
great deal of it is also being di- 
rected toward territories compara- 
tively untouched by supermarkets. 
“On both counts,” the report 
says, “the prospects for growth 
continue to be promising and cer- 
tainly are being exploited thor- 
oughly by an industry that has 
shown itself capable of meeting 
every new challenge so far.” 


Gerbers Sell Arcady Press 
Joseph R. Gerber, head of the 
Portland, Ore., agency bearing his 
name, and his brothers, Eugene 
and Albion, have sold the Arcady 
Press, Portland printing company, 
to Roger A. Bachman, who has 
been vp and manager of the com- 
pany. Eugene and Albion Gerber 


will remain with Arcady Press. 
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Advertising Age 


Covers 32,000 top advertising and marketing executives 
who follow Advertising Age every week for news, 
trends and developments affecting their 9 billion dollar 
businesses. 


INDUSTRIAL MARKETING 


Covers 11,500 executives who direct advertising and mar- 
ee programs in the billion dollar industrial advertising 
mar 


Advertising Requirements 


Covers 21,000 Management “Doers” in advertising pro- 
— promotion and merchandising—a 3 billion dollar 
market. 


Combined Insertions Earn Frequency Discounts On Any Two or Three 
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TO SERVE 


45,000 
You 


SQ. FEET 


2 COLORS-2 SIDES 
ONE IMPRESSION 


on high speed roll fed rotary presses is ALL PHONES 


the answer to your need for lower print- CHICAGO 
ing costs on package inserts, order blanks, Bishop 2 2-2170 
forms, etc. Phone or write today for AURORA 


money saving prices on quality printing. 


|Spring, Hurley Machine Co., and 


‘Louis Hebert, 67, 
Pioneer in Direct 
Mail Field, Is Dead 


| Cuicaco, Feb. 8—Louis A. 
| Hebert, an important figure in the 
direct mail advertising field from 
1908 to 1941, died in a Los Ange-| 
les hospital early today. Mr. | 
Hebert, who was 67 years old, had 
been in ill health for several years, | 
and sustained a stroke ten days) 
ago. 

During his 33 years in advertis- 
ing, Mr. Hebert served many of 
the blue chips of industry, includ- 
'ing Ford, Packard, Hupmobile, 
‘Cincinnati Rubber Co., Mather’ 


Crane & Breed Mfg. Co. 

His work encompassed the en- 
tire sales cycle. He felt that too) 
many manufacturers  suffered| 
from inadequate distribution and 
many of his campaigns were di-| 
rected to adding new dealers. Find- 


circulation of this one magazine! 


American Can Company 


...is the largest manufacturer in its field... with 1954 sales 
of $652.4 million*—46.6%, of the industry total. This 
impressive sales figure, however, cannot convey the extent 
of the Company’s contribution to our everyday life. 

Size is not always synonymous with value... any more 
than SuccessFuL FARMING’s 1,300,000 circulation indicates 
the extent of the market it offers to advertisers. Because 
this magazine goes to seven out of ten farmers in the 39% 
minority who get 88%, of US farm income! Reaches 
42% of all farms earning $10,000 or more a year! 

This year SF subscribers will account for almost 
three-fifths of the 100 million hogs raised, and more than 
half the estimated corn crop of 3.1 billion bushels . . 
their average cash income is around $10,000, as it has 
been for several years past—an $11 billion market in the 


. And 


No other medium means as much to the country’s best 
farmers, or can present your advertising so effectively, 
so economically. To find new customers, and to balance 
national advertising schedules, you need SuccEssFUL 
Farminc! Ask any SF office for the facts. 


* Source: Standard & Poor’s Industry Surveys, July 14, 1955 


MerepitH PusuisHinc Company, Des Moines... 
with offices in New York, Chicago, Detroit, Philadelphia, 
Cleveland, Atlanta, San Francisco, and Los Angeles. 


Advertising Age, February 13, 1956 


ing that retailers frequently were 
‘unable or unwilling to pay the 
'eost of establishing themselves as 
|leaders in their respective lines, 
|Mr. Hebert sold the manufacturer 
on assuming this burden. 

In return, he induced the deal- 
ers to provide names of live pros- 
pects, and to institute educational 
programs to improve the efficacy 
of their own sales organizations, 
including telephone work to cash 
in on the advertising. 


® While he handled many large 
campaigns, his largest single mail- 
ing was for Hupp Motor Car Co., 
involving more than one million 
pieces. 

In spite of his passion for per- 
fection, Mr. Hebert was equally 
aware of the value of holding costs 
down. He was one of the first ex- 
tensive users of postal cards. He 
printed his own special stock for 
many years, but in the interest of 
economy began to glorify the 
humble government post card with 
a four-color printing job carrying 
a message with a punch. 


WILLIAM ROY BARNHILL 

Wo.resoro, N.H., Feb. 7—Wil- 
liam Roy Barnhill, 71, executive 
secretary of the Lake Region 
Assn. and a former New York ad- 
vertising representative, died Feb. 
5 in Huggins Hospital here. He had 
been a resident of nearby Alton 
for ten years. 

Born in La Grange, Ky., Mr. 
Barnhill went to New York as a 
young man and became an adver- 
tising representative for various 
newspapers and magazines. At one 
time he was advertising manager 
of Better Homes & Gardens. Later, 
he organized his own company as 
an advertising representative for 
magazines and newspapers. The 
original Roy Barnhill Inc. is now 
Littell-Murray-Barnhill. 

Mr. Barnhill sold out his inter- 
est in the company about ten years 
ago and moved to New Hamp- 
shire. The Lake Region Assn., of 
which he became executive secre- 
tary, is an organization to publicize 
the attractions of central New 
Hampshire in the Lake Winnepe- 
saukee region. 


BENJAMIN G. OMAN 

EVANSTON, ILL., Feb. 7—Benja- 
min G. Oman, 73, an advertising 
space salesman for more than 50 
years, died here Jan. 28. Mr. Oman 
was born in Newport, R. L, and 
attended Brown University. After 
leaving school he published the 
Newport Pathfinder, an annual 
guide book, in 1905—his first job 
in advertising. 

He also sold space for Foster & 
Reynolds, Raymond & Whitcomb 
Co., Harper’s Bazaar, the old Le 
Costume Royal magazine, New 
York Herald-Tribune, Christian 
Herald, and the old Song Hits 
magazine. His last position was 
with National Engineer as mid- 
western manager. He was a mem- 
ber of the Chicago Industrial Ad- 
vertisers Assn. 


DAN A. JONES 

PEMBROKE, ONT., Feb. 7—Dan 
A. Jones, former publisher of 
the Pembroke Standard Observer 
and Rouyn-Noranda Press, Rouyn, 
Ont., both weekly newspapers, 
died in a hospital here Jan. 25. 

Mr. Jones, a former mayor, and 
one-time part owner of Radio Sta- 
tion CHOV here, published the 
Observer before moving to Rouyn 
where he published the Rouyn- 
Noranda Press for 15 years. He re- 
turned here in 1949. 


REGINALD H. ROLLINSON 
New York, Feb. 7—Reginald H. 

Rollinson, 48, sales manager of the 

recently formed Quality Radio 


Group Inc., died Feb. 4 of a heart 
attack at his home here. He at- 
tended Yale University and for- 
merly was a vp of the Station 
Representatives Assn. 
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satis BIH 


MR. RENE LEDUC 
Leduc Drug Co., Montreal, Que. 


“In cosmetics, particularly, 
Weekend really sells.” 


eee 


MR. H. K. NETTLETON 
Nettleton’s Jeweller Lid., 
Ottawa, Ont. 


“Advertising in Weekend is 


very good. It appeals to every- 
j body.” 


WEEKEND Magazine not only goes into 
500,000 more consumer homes than any 
other magazine in Canada . . . it also goes 
into the homes of more retailers. Here’s 
why! 


i WEEKEND Magazine is part of the 
week-end editions of 28 Canadian news- 
papers, sharing the consumer preference 
and prestige which those newspapers en- 
joy in their communities. Like the major- 
ity of his customers, the retailer reads 
WEEKEND Magazine every week in his 
own home. It is part of his own home- 
town newspaper. 


He sees your advertising in WEEKEND 
Magazine and realizes that it is doing a 
selling job for him in his own community, 
. among his own customers. 


whom we talked from coast to coast, 


The biggest single selling foree in Canada 


| That’s why so many retailers, with 


MR. I. D. OIRING 
North End Furniture, 
Winnipeg, Man. 

“Il think the advertising in 
Weekend is effective me | col- 
orful.”’ 


MR. J. LEVINE 
Dominion Food Shops, 
Saint John, N.B. 


“It ties in with our regular 
advertising.” 


Retailers have a high regard £ 
for Weekend 


have a high regard for your advertising 
in WEEKEND Magazine — particularly 
in color. This unique retailer-readership 
is one of the reasons why WEEKEND 
Magazine merits top ranking in your 
advertising plans. 


Another big reason is WEEKEND’s 
dominant coverage of the entire Canadian 
market. WEEKEND ’s coast-to-coast cir- 
culation is 1,450,000 — a whopping 
500,000 more than any other magazine 
in Canada. 


It is the largest single magazine au- 
dience ever assembled in Canada to which 
you can tell your story in color, monotone 
or comics. WEEKEND offers the lowest 
color page cost per thousand in the 
English field. Small wonder WEEKEND 
in 1955 topped all other magazines in ad- 
vertising dollar volume. 


MR. F. GAHAGAN 
Fashion Craft Shops, 
Hamilton, Ont. 
“Color advertising in Weekend 
is particularly good for men’s 

wear. It sells.” 


1,450,000 NET PAID CIRCULATION 
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MAN, THIS ISN'T LUCK.) MY PARENTS 
i wig wn. ae mon) Aro Sim 
LUCKY BREAK ELSE WOULD SURE 


LIKE THAT os ae 


Ss 
THE COUNTRY 
~--- BUT I 


$30,000 for a small campaign in| ey 
Fr OAD 


a service publications to promote 
GI Travel and Air Parcel Post ines Aadtonal medi, and ne 


|campaign to promote the use of 
WasHInGcton, Feb. 7—A year-| mote air parcel post. air parcel post, introduced in 1954, | 


long radio campaign in 14 markets; In World War II, airlines joined | paye pushed the association’s ad- 
is the latest innovation as the Air|in a campaign to explain wartime | yertising to about $300,000 for 
Transport Assn. gradually builds shortages of seats. But for several | j95¢. EET TE 

its use of specialized and general years after the war they were un- | ATA’s advertising is financed by - ee 
media to attract GI travel and pro- able to agree on a joint campaign ‘member airlines on a pro rata ohn Oe 5, fae Se 
| basis. It is administered by an ad- = : a 
|vertising subcommittee composed 
|of the advertising managers of six | 
| airlines, under the chairmanship of | 
|Murray Barnes, of Pan American 
| World Airways. 


WELL MSAK ee 
Wt iy ue N 


WEEKENO AFTER AU. 


Airlines’ Joint Ad Push Sells "Beginning in 1949, ATA put up UST PLANE FIN 
a 


3 BECAUSE THEYRE ) +0. 1-41 THAT'S 
a ek o— iS Seay PLENTY 


THE C 
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REMEMBER .. . 


: . : : 
|@ This committee, in turn, is re- 


| 
| 
| 


cementite to a parent advertising 
; . committee headed by James W. WATS THE SCORE, Bet) THERES A FueeT 
When You're Placing Austin, of Capital Airlines. Adver- one 7S ED) vis Set N eRe AT 


| tising is placed through Lewis Ed- 
|win Ryan Advertising, Washing- 
|ton, with direct mail handled by 
| Dickie-Raymond, Boston. 
: ; - | | The GI travel campaign is two- 
“A BIGGER MARKET = |pronged. Part of the effort is di- 
' FOR FOOD : | rected at military transportation 
: }officers, who have authority to 
|route service personnel in transit 


Grocery Advertising 
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T H A Pa via scheduled airlines. wear A, WONDERFUL AnD (TS geen NE BOER Ss SPIER «7 COMING OR SONG. 
SOUTH BEND, DES MOINES, eee © ee ee) eee Spar agean bens ater ar ah crear 
|rectly at service personnel, urging Dy . war hours af sevivel and depareare 
them to choose scheduled airlines | - fer tuther tee your Scheduled Aidines representative 


OMAHA, NASHVILLE 
. _ 


for their furlough and leave travel. | 
For transportation officers, one 


All Ofcia! Travel on THs subject te 10% dicount 
Ath ebowt low Awcooch Fares ond Tome Payment Plans 


SELL THIS : ‘ ‘ THE Ceatipicatse® 
ATA series emphasizes the im- a — ET 
$86,243,000 portance of moving highly trained Scheduled Airlines «: .«. .<- 
MARKET WITH personnel rapidly and safely to a 


new assignments. Ads on _ the 
theme: “On the job, not on the 


way” have been running in Army- : ” 
ll Air Force po edly Marine| COMIC STRIP TREATMENT—ATA’s appeal to GIs is made in this series 


Corp Gazette, Army, National De-| im comics supplements in camp newspapers distributed at 95 mili- 
fense Transportation Journal and tary bases. Ads urging servicemen to save time by traveling on 
Armed Forces Management. scheduled airlines have been running in these supplements since 
they were opened to advertising last March. 


s 


BRUSH-MOORE 
NEWSPAPER 
represented nationally 
by Story, Brooks & Finley 


am 


et 


2 ’ ere am = ® ATA’s pitch for GI travel pa-| ae < 

ua SOURCE: iy 55 SURVEY OF BUYING Powes » |tronage has been expanding rap-j|available, pages using a aL camp newspapers. — 
FY. = : oo SK "7 idly in the past year. Since March, | strip format have been used in the! This month a new series begins 
AR ah Dit SS . when the medium first became’ comics sections carried by 95 mil-|in Army Times, Navy Times and 
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When you know PA are taking care of all details 
of service on your electroftypes and mats. 


PsA 


for Electrotypes, Mats, Plastic Plates, and R. 0. P. Color Mats SERVICE 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5—Phone HArrison 7-3732 
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DAYS OF YORE—These cartoon-style ads have just 
been introduced in Air Transportation Assn. ads in 
service publications to attract GI travel to sched- 
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uled airlines. Ads emphasize that today’s GI can cut 
his travel time as much as 80% by using scheduled 
airlines. 


(OK Purchase of National 
| Vendors by Universal Match 
Universal Match Corp., St. Louis, 
has bought National Vendors Inc., 
producer of cigaret vending ma- 
;chines and other automatic mer- 
|chandising devices. The purchase 
| was completed in St. Louis follow- 
ing approval of the plan of sale by 
National Vendors’ stockholders. 
National Vendors will continue un- 
der its present management headed 


|by Albert F. Diederich, president; | 


|Thomas B. Donahue, vp and 
treasurer, and Thomas B. Hunger- 
ford, merchandising director. 
Universal, founded in 1926 in St. 
Louis, is “the world’s largest pro- 
ducer of special design match 
books,” according to the company. 
A spokesman for Universal said 
this purchase fitted into a program 
|for broadening and better integrat- 
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ing the scope of Universal's oper- 
ations. 


Jetterson Electric Boosts 2 
Jefferson Electric Co., Bellwood, 
Ill., has appointed William J. Gor- 
man advertising and sales promo- 
tion manager. Formerly merchan- 
dising manager of the company, he 
succeeds Joseph J. Archibald, who 
has been named sales manager of 
a new consumer products division. 


FREE SAMPLE—New Scissors and Poste- 
Pot art service by the originators of cre- 
ative layout devices. Get your copy of 
the new monthiy Clipper—all new in 
size, format, content, ideas — sample, 
yours to use without cost. Sensational! 
introductory offer. Mo obligation — no 
salesmen. Address: Multi-Ad Services, 
Inc., Box 806A, Peoria, illinois. — 


Air Force Times featuring cartoons 
depicting military men of long ago, 
contrasting their furlough travel | 
headaches with the luxury of the 
GI who travels by scheduled air-| 
line. 

The new radio campaign also is, 
part of the GI travel pitch. Utiliz-| 
ing five-minute music-news pro-| 
grams in the early evening five) 
days a week in 14 markets, it is the) 
outgrowth of a 13-week test which 
was run in three markets two years 
ago. 

Each program includes (1) a 30-| 
second jingle recorded in varying 
popular styles, (2) one of the top 
tunes of the week, (3) a sports or | 
news flash and (4) a one-minute 
commercial. Markets were selected | 
on the basis of their military popu- | 
lation. 


s ATA’s parcel post promotion 
was introduced in 1954. To reach 
business men, the 1956 schedule 
calls for 13 one-column ads in 
Time, Newsweek, Business Week 
and U. S. News & World Report, 
featuring black and red air mail 
borders, with cartoon illustrations 
by Leo Hershfield. 

In addition, ads in eight postal 
employe publications stress the 
fact that air parcel post makes 
money for the Post Office Depart- 
ment and improves chances of pay 
adjustments for postal employes. 

As merchandising support for its 
advertising campaigns, ATA main- 
tains a military bureau, and 
airlines have 53 JAMTO (Joint 
Airlines Military Transportation 
Office) men who work at military 
bases to sell services of member 
airlines. 


® ATA’s airmail committee has 
representatives who work with 
postal employes to improve serv- 
ice. The committee stages an an- 
nual parcel post contest among 
postal employes. 

Frank Macklin, executive secre- 
tary, represents ATA in carrying 
out its advertising program. Sam 
Hunsaker is account executive 
from the Ryan agency, which has 
been handling the account contin- 
uously since 1949. 


Railroad A.M. Assn. Awards 
‘Golden Spikes’ to Budd, Brach 

Budd Co, and E. J. Brach & Sons 
have been named winners in the 
1955 advertising competition con- 
ducted by the Assn. of Railroad 
Advertising Managers. “Golden 
Spike” plaques were presented to 
A. Dix Leeson, manager of Budd’s 
international division, and to I. N. 
Ford, syndicate sales manager of 
Brach, at the association’s annual 
awards dinner. 

The Budd entry, a series of four, 
four-color pages, was selected best 
in the traffic promotion classifica- 
tion. Brach took first place in the 
institutional classification with its 
“Candy Express” campaign pro- 
moting children’s candy in the 
shape of railroad locomotives and 
cars. An honorable mention award 
was made to Jas. Barclay & Co. in 
the traffic promotion division for 


| 


a national liquor advertisement, 
emphasizing the luxury of modern 
train travel. 


70 million people who once knew freedom wait for words you send 


he ee 


Ree. 
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*,..and the truth shall make them free!” 


You can sponsor a minute of truth for 
Europe’s captive people. And this is why 
you should: 

Suppose for a moment that you are a 
Czechoslovakian, a Pole, a Hungarian, Bul- 
gar or Romanian—trapped in your Satellite 
homeland. Now suppose that you hear on 
the official state radio that the U. S. threatens 
war! Could it be true? How can you know 
where truth stops...and propaganda begins? 

Fortunately there is a source—the honest 


Support Radio Free Europe e send your truth dollars to CRUSADE ~~~ \ 


opposition voice of Radio Free Europe! Its 
programs deal with life inside as well as 
outside the Iron Curtain. The truth they 
spread up to 20 hours a day nourishes the 
spirit of freedom and the will to resist. 


Continued effectiveness of Radio Free 
Europe depends on private support from 
millions of Americans who believe freedom 
can become a reality everywhere. Each 


dollar sponsors a minute of truth behind the 
Iron Curtain. How many will you give? 


for 


FREEDOM 


c/o Local Postmaster 
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SPORT FANS—This group lined up at Toots Shor’s, 
where they attended a lunch honoring Brooklyn 
Dodger manager Walter Alston as Sport’s Man of 
the Year. Mr. Alston isn’t in this shot, but it in- 
cludes Bob Kesner, of Coca-Cola Co.; Barney Ross, 


Kesner 


Quaid 


PRE-MEETING WARMUP—Pitisburgh adclub guest speaker, William K. 
Beard Jr., president of Associated Business Publications, has a pre- 
meeting chat with Harry Grinton, vp, McGraw-Hill Publishing Co. 
and Robert E. Quaid, adclub vp. Mr. Beard spoke on advertising’s 

place in our coming $600 billion economy. - 


ANIMATED BIRD—The Thunderbird attracts attention for Ford with 

flashing eyes and moving wings on this bulletin designed by J. 

Walter Thompson Co. and maintained by Foster & Kleiser in Port- 

land, Ore. This is the first of three Thunderbird designs to be dis- 

played in the Pacific Northwest and is in addition to six scenorama 
bulletins and five other animated displays. 


‘ICE’ ANNIVERSARY 
—Leonard, a 75- 
year-old brand 
name in the re- 
frigerator field, is 
awarded a dia- 
mond anniver- 
sary certificate 
by the Brand 
Names Founda- 
tion. Walter Jef- 
frey (right), vp 
in charge of ap- 
pliance sales for 
American Motors 
Corp., accepts the 
certificate from 
Henry E. Abt, 
foundation presi- 
dent. 


Hyland 


former lightweight boxing champion; Tax Cumings, 
vp of Batten, Barton, Durstine & Osborn; Al Stev- 
ens, American Tobacco Co. (a BBDO account) ; and 
Phil Hyland, Ernie Kissman and Bob Thomas, ad 
execs of Macfadden Publications, publisher of Sport. 


PHOTO 
REVIEW 


NO ACCIDENT—Lawrence Valenstein, 
chairman of Grey Advertising, at 
the annual dinner of the League of 
Advertising Agencies, in New 
York, explains that agencies don’t 
grow by accident, but only by 
“evolving a concrete plan and 
rigorously adhering to it.” James 
B. Zabin, League president, is in 
the background. 


Svedin 


NICE WORK—Model June Svedin gets a little advice on her pose from 
Kay Shinn, account executive of Condon Co., Tacoma, and Robert 
Lyte, promotion manager of KTNT-TV, Seattle-Tacoma. Miss Sve- 
din appears in each ad of the station’s new business paper series. 


‘ 
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i’S OFFICIAL— 
Governor Ernest 
W. McFarland of 
Arizona signs the 
proclamation for 
Advertising Rec- 
ognition Week 
Feb. 19-25—mak- 
ing it official in 
that state. With 
him is Jackson 
Hoagland, Arizo- 
na Public Service 
Co., Phoeniz, 
general chairman 
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FIVE-WAY TIE-IN—Everybody got 
in the act at the recent “Island 
in the Sun” fashion show spon- 
sored by Everfast Fabrics 
aboard the Grace Liner “Santa 
Rosa.” Tying in with the pro- 
motion were (1) Everfast; (2) 
the Grace Lines; (3) Farrar, 
Straus & Cudahy, publisher of 
the new Alec Waugh novel, 
“Island in the Sun”; (4) 20th- 
Century Fox, producer of the 
film version of the book, and 
(5) Wolfschmidt vodka—as a 
grand finale, the Baron and 
Lady Wolfschmidt bounded 
across the stage. 


Shinn Lyte 


Foley Berchtold Edmonds Farricker 


NEW DUTIES—Paul Foley, vp, is congratulated on his appointment as 

manager of the Detroit office of McCann-Erickson Inc. Well wish- 

ers are William E. Berchtold, vp and general manager of the agen- 

cy’s central region, and Robert K. Edmonds and Richard J. Far- 
ricker, vps and account group heads. 
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TRADITION 
0 
QUALITY... 


't 


; 

' 

&, keeping with our policy of offering 
the finest in quality feature film enter- 
tainment for television...we are proud 
i to announce that through arrangements 
with Mr. David O. Selznick, NTA has 
acquired a gallery of masterpieces by 
some of the premier motion picture 
producers of our time... 


Mr. Alfred Hitchcock 
Mr. Dore Schary 


and 
Mr. David O. Selznick 


These incomparable films will be offered 
under the title of 


"Selznick Presents..." 


truly a milestone in television 
entertainment. 


—————— 


In a tradition of quality...another step 


by NTA in bringing the finest in motion 
icture entertainment to the television 
Since You Went Away Portrait of Jennie Sadia of America 
I'll Be Seeing You The Farmer's Daughter 
Notorious Intermezzo 
The Paradine Case The Spiral Staircase Seis ae 
Bill Of Divorcement Garden Of Allah Sinn! 


Ely A. Landau, Pres. 
National Telefilm Associates, Inc. 


National Telefilm Associates, we 


60 West 55th Street, New York, N.Y. * Plaza 7-2100 
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The American 


WEEKEND 
vy 


Z 


= 


MAL 


ANNUAL SALES 


ADDs $300,000,000 
IN PURCHASING POWER 
TO YOUR SALES POTENTIAL 


Write for sample copies, rates, new market data book, ‘Timely 


| The American 


“Family Newspaper for Americans Abroad” 


7 Armed Forces families in Europe spend 
$300,000,000 annually, and one publica- 
tion serves and sells this massive con- 
77, sumer market—The American WEEK- 

END. 


Service families depend on The Ameri- 
can WEEKEND for news and features 
edited exclusively in their interest. Hun- 
dreds of advertisers depend on The 
American WEEKEND for coverage and 
response in this prime market for Ameri- 
can goods. 


You can profit with your product through 
the U.S. Armed Forces Exchange and 
Commissary Systems— without the com- 
plications of standard export procedure. 
Write for information—and add the im- 
pact of $300,000,000 to your sales stra- 


Facts.” tegy in 1956. 


ARMY TIMES PUBLISHING CO.: 2020 M. St., N.W., Washington 6, D.C 
U. $. OFFICES: Chicago, Detroit, Honolulu, Los Angeles, New 
York, Philadelphia, San Francisco 

FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


Strawberry Council Surveys 
Producers on Ad Fund 


Oregon’s strawberry industry is 


now being surveyed to determine 
if producers want to set up a fund 
for advertising, research and pro- 
motion. The survey is being con- 
ducted by the Oregon-Washington 
Strawberry Council, which has 
mailed questionnaires to more than 
500 growers and 50 processors in 
the nine main berry producing 
counties. 

Industry members are being 
asked whether they approve such 
a program, with a voluntary as- 
sessment, the amount of such 
assessment, and whether it should 


be on a matching basis with grow- 


ers and processors. 


‘TV Guide’ Names Friede 


Kenneth Friede has been named | 


eastern advertising manager of TV 
Guide, Philadelphia. He was for- 
merly manager of the magazine’s 
Washington-Baltimore and Virgin- 
ia-Carolina editions, Frank Bou- 


cher succeeds Mr. Friede as man-| 


ager of those editions. 


Fro 


Yea 


You 


*Display designed and produced by 
Snyder and Black, New York City, 
for the Coca-Cola Company. 


Rai 


THE HANKSCRAFT COMPANY 


REEDSBURG, WISCONSIN 
‘ Seles Offices in these principal cities: 
CHICAGO * PHILADELPHIA * MINNEAPOLIS 
NEW YORK #* DALLAS * TORONTO (Ontario) 
SAN FRANCISCO (Erlach Lee Company) 


AR arr Pie ae 


help move 
COCA-COLA* 


holidays, Coca-Cola matches the 
season with th 


point-of-purchase really payroll. 


in action with Hankscraft display 
motors, becaus@, motion moves 
merchandise—all Year long! Low- 
cost, 
motors operate for weeks without 
attention—and on ordinary 
flashlight batteries! 


. all year ’round! 


. 


m balmy picnic time to wintry 


ively displays. 
r-round action liké%this makes 


’ll findmany other famous name 


trouble-free Hankscraft 


THE HANKSCRAFT COMPANY 
Reedsburg, Wisconsin 


Name 


OM FREE BOOK! 16 pages of detuiled information and 
drawings on 11 basic Hankscraft models, special 

motor applications, and free engineering service 

that will help you plan the most effective 

animation for your display. 


Dept. AA-2, 


Please send me FREE manual on Hankscraft Display Motors. 


State 


ae. ol ee Sas 


Advertising Age, February 13, 1956 


| 


LURE: DISNEYLAND—Family trips to 
|Disneyland (or New York) are 
prizes in a new contest for Scotch 
| brand tape. The Minnesota Mining 
|& Mfg. Co. promotion starts in 
February. Shown here is a floor 
display designed to hold 216 rolls, 
| each with attached entry blank. 


Allied Van Lines 
Boosts Budget 29% 


| Cuicaco, Feb. 7—Allied Van 
Lines, which set a new revenue 
record of $43,396,000 last year, is 
boosting its national advertising 
expenditures for 1956 by 29%— 
to a total of $436,000. 

Allied ads will again feature the 
company’s orange and black mov- 
|ing van and its four animal sym- 
‘bols—a duck for long-distance 
moving, a cat and kitten for local 
moving, a kangaroo for packing 
and a squirrel for storage. 


s The consumer schedule will in- 
clude Newsweek, The Saturday 
Evening Post and Time. On the 
|business paper side, Allied lists 
|these publications: Distribution 
| Age, National Defense Transporta- 
|tion Journal, Sales Management, 
Sales Meetings, Traffic World and 
|Wall Street Journal. 

| The company also will use di- 
|rect mail and trademark listings 
|in telephone books—on which it 
|spends about $35,000 annually. In 
|addition to the national program, 
|Allied’s 660 agents will spend 
'more than $2,000,000 on a non-co- 
| operative basis in local newspaper, 


‘radio, television and outdoor 
media. 

McCann-Erickson, Chicago, is 
the agency. 


Railroad Ad Managers Assn. 
Elects Wallace President 

| D. B. Wallace, assistant manager 
of the department of public rela- 
tions of the Ca- 
nadian Pacific 
Railway, has 
been elected 
president of the 
Assn. of Railroad 
Advertising Man- 
agers, composed 
of more than 50 
U.S., Canadian 
and Mexican 
railway repre- 
sentatives. 

Other officers 
elected include C. T. Sills, Denver 
& Rio Grande Western, Ist vp; 
A. W. Robertson, Missouri Pacific, 
and E. F. Waldrop, Seaboard Air 
Line, vps, and G. R. Jackson, Pull- 
man Co., treasurer. 


D. B. Wallace 


Weed Boosts Fitzsimmons 
Edwin J. Fitzsimmons has been 
named vp in charge of sales of 
Weed Television, New York. He 
has been general sales manager of 
Weed TV and its affiliated radio 
company, Weed & Co. He continues 
his duties with both branches of 


the station representative. 
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Coming 
Conventions 


Feb. 17. Canadian Circulations Audit 
Board, annual meeting, King Edward 
Hotel, Toronto. 

Feb. 17-18. Interstate Advertising Man- 
agers Assn. and Pennsylvania Newspaper 
Publishers’ Assn., advertising conference, 
Penn Harris Hotel, Harrisburg. 

Feb. 18-19. Missouri Newspaper Man- 
agement Conference, sponsored by the 
School of Journalism, University of Mis- 
sourl, in cooperation with the Missouri 
Press Assn., Missouri Advertising Man- 
agers Assn. and Missouri Circulation 
Managers Assn., School of Journalism, 
University of Missouri, Columbia. 

Feb. 24-25. Northwest Daily Press Assn., 
37th annual meeting, Radisson Hotel, 
Minneapolis. 

Feb. 27-28. Inland Daily Press Assn., 
winter meeting, Drake Hotel, Chicago. 

Feb. 27-28. New England Newspaper Ad- 
vertising Executives Assn., winter meet- 


ing, Parker House, Boston. 

March 2. Associated Business Publica-| 
tions, annual eastern conference, Roose- 
velt Hotel, New York. | 

March 2-3. Midwestern Advertising| 
Agency Network, first quarterly business | 
meeting and competitive display, Drake 
Hotel, Chicago. 

March 5-7. Packaging Assn. of Canada, 
annual convention, King Edward Hotel, 
Toronto. 

March 10-14. Advertising Specialty Na- 
tional Assn., 4th annual spring specialty 
show, Palmer House, Chicago. 

March 14-16. Assn. of National Adver- 
tisers, spring meeting, The Homestead, 
Hot Springs, Va. | 

March 22-24. Advertising Federation of | 
America, Fourth District, annual conven- 
tion and southeastern advertising confer- | 
ence, Orlando, Fla. 

April 4-6. American Public Relations 
Assn., 12th annual conference and 7th in- 
ternational public relations institute, Ho- 
tel Statler, Washington, D.C. 

April 8-12. National Business Publica- 
tions, spring meeting, The Homestead, 
Hot Springs, Va. 

April 10-12. Point-of-Purchase Advertis- 
ing Institute, symposium and exhibit, Ho- 
tel Sheraton-Astor, New York. 

April 12-14. Southern California Adver- 
tising Agency Assn., 6th annual confer- 
ence, Oasis Hotel, Palm Springs. 

April 15-19. National Assn. of Radio and 
Television Broadcasters, 34th annual con-| 
vention, Conrad Hilton Hotel, Chicago. 

April 15-21. National Brand Names 
Week, Annual Brand Names Day dinner, 
April 18, Waldorf-Astoria Hotel, New 
York. 

April 19. Advertising conference spon- 
sored by the University of Michigan, Ann 
Arbor. 

April 24-26. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York. 

April 26-28. American Assn. of Adver- 
tising Agencies, 38th annual meeting, The 
Greenbrier, White Sulphur Springs, W.Va. 

April 30-May 2. Assn. of Canadian Ad- 
vertisers, 4ist annual convention, Royal 
York Hotel, Toronto. 

May 6-8. Magazine Publishers Assn., 
37th annual meeting, The Greenbrier, 
White Sulphur Springs, W. Va. 

May 17-8. Outdoor Advertising Assn. 
of America, painted display conference, 
Hotel Sherman, Chicago. 

May 14-16. National Newspaper Promo- 
tion Assn., 26th 1 conv Hotel 
Cleveland, Cleveland. 

May 14-17. First Advertising Agency 
Group, annual conference, Hotel Statler, 
Boston. 

May 20-23. National Industrial Adver- 
tisers Assn., 34th annual conference, Pal- 
mer House, Chicago. 

May 24-27. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

June 3-6. National Sales Executives In- 
ternational Distribution Congress and 
Sales Equipment Fair, Conrad Hilton Ho- 
tel, Chicago. 

June 10-13. Advertising Federation of 
America, annual convention, Bellevue- 
Stratford Hotel, Philadelphia. 

June 20-22. American Marketing Assn., 
spring conference, William Penn Hotel, 
Pittsburgh. 

June 24-28. American Newspaper Clas- 
sified Advertising Managers Assn., 36th 
annual convention, Long Beach, Cal. 

June 24-28. Advertising Assn. of the 
West, 53rd annual convention, Los An- 
geles. 

July 1-4. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Empress 
Hotel, Victoria, B.C. 

Aug. 24-28. Mail Advertising Service 
Assn., 34th annual convention, Drake Ho- 
tel, Chicago. 

Sept. 22-25. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago. 

Sept. 23-25. Advertising Federation of 
America, Tenth convention, 
Shamrock Hilton Hotel, Houston. 

Sept. 27. Magazine Publishers Assn., fall 
meeting, Westchester Country Club, Rye, 
N.Y. 

Oct. 1-3. Direct Mail Advertising Assn., 
annual convention, Hotel Statler, New 
York. 

Oct. 11-13. Pennsylvania Publishers 
Assn., annual convention, Bellevue-Strat- 


ford Hotel, Philadelphia. 
Oct. 15-16. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 


Oct. 15-16. Agricultural’ Publishers 
Assn., annual convention, Chicago Athlet- 
ic Assn., Chicago. 

Oct. 18-19. Audit Bureau of Circula- 
tions, 42nd annual meeting, Drake Hotel, 
Chicago. 

Oct. 22-23. Boston Conference on Distri- 
bution, Hotel Statler, Boston. 

Nov. 11-15. Outdoor Advertising Assn. 
of America, Hotel Ambassador, Los An- 
geles. 


Hartman Adds St. Charles 
George H. Hartman Co., Chica- 
go, has been appointed to handle 
advertising for St. Charles kitch- 
ens, manufacturered by St. Charles 
Mfg. Co., St. Charles, Ill. National 
home magazines and publications 
in the hospital and school field are 
used. Cramer-Krasselt Co., Mil- 
waukee, previously handled the) 
account. 


Rinn Joins Hansen Glove | 

Jack L. Rinn has joined Hansen | 
Glove Corp., Milwaukee, as mar-| 
|keting director. He formerly was | 
director of products of Alexander 
Smith Inc., Greenville, Miss., car- 
pet manufacturer. | 
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KNOWS 


How DYNAMIC DAVENPORT <*ows: 


— that’s why they built their new $3 mil- 
lion retail store .. . in DAVENPORT! 


SEARS 


ROEBUCK AND CO. 


DAVENPORT 
NEWSPAPERS 


FOR THE NINTH CONSECUTIVE 

YEAR—FIRST IN LINEAGE IN 

ALL IOWA AND FIRST IN THE 
QUAD.-CITIES! 


Represented by Jann & Kelley 


CIRCULATING DAVENPORT, IOWA, ROCK 
ISLAND, MOLINE AND EAST MOLINE, ILL. 


The JET TRANSPORT 
wasbornin SEATTLE 


“MORE THAN-—A BILLION DOLLARS-—IN JET SALES 
IS NOW FLOWING INTO SEATTLE PAYROLLS” 


(Boeing Airplane Company’s backlog of jet transport order: 
to major commercial airlines and U.S. Air Force 
now approximates a billion dollars.) 


the Atlantic or the Pacific will be a 707 Boeing 
Jet Stratoliner—designed and produced in Seattle. 


The first jet plane you ride across the U.S., 


and that makes ... 
SEATTLE A GOOD MARKET FOR YOU 


No one can overlook the Seattle market in 1956... 

and that goes for 1957 and many more years 

to come. You can share in this rich, spending 
market through frequent, consistent 

advertising in The Seattle Times. 


NEW YORK °« 


DETROIT « CHICAGO * 


The Seaiile Times 
SEATTLE’S ACCEPTED NEWSPAPER 
Represented by O’Mara & Ormsbee, Inc. 


LOS ANGELES « SAN FRANCISCO 
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Church Union Ad 
in New ‘Rogue’ 
Irks Critics Anew 


(Continued from Page 2) 
The Living Church, the publisher 
of Rogue commented as follows on 
the ACU statement: 


= “... The advertising for the is- 
sue in question was supplied to us 
by a national! advertising represen- 
tative. Since it is not the policy 
of agencies to supply advertising 
without consent and/or approval 
of clients, we must assume that the 
sponsor received proper notifica- 
tion at the time of insertion. 

“Ironically, with reference to 
the committee statement that a 
refund would be claimed, we have 
not at this writing received pay- 
ment for the insertion of the ad 
even though such payment is con- 
siderably past due. 

“Our position in the matter is 
quite simply that we do not feel 
the ad was run without authoriza- 
tion as far as we are concerned; in 
accordance with instructions re- 
ceived, we inserted the ad.” 

Space Associates, which repre- 
sented Rogue in New York until 
recently, told AA today that the 
space tab has been paid by the 
ACU. 


® Mr. Lyon, the agency head, said 
today that he had never authorized 
use of Rogue, that he wanted the 
advertising to appear in the seven 
titles of the Sterling Women’s 
Group, that one of these books was 
oversold on space for February 
and that Space Associates took up- 
on itself the responsibility for shift- 
ing the page ad to the new Rogue. 

Mr. Lyon added that his client, 
the ACU, is seeking a refund. 

In Evanston, Ill., William L. 
Hamling, publisher of Rogue, re- 
iterated to AA his assertion that 
he had acted in good faith in ac- 
cepting and running the ad. Ap- 
parently skeptical about the agen- 
cy’s explanation, he said he thought 
it unlikely that Space Associates 
would have changed an order 
without agency approval and in- 
dicated he thought Lyon was 
“passing the buck.” 


OLYMPICS FUND USES 
QUIZ CONTEST DRIVE 

SeattLe, Feb. 7—The advertising 
campaign for a puzzle contest to 
raise funds for the U.S. Olympics 
team will be climaxed next month 
with insertions in newspapers and 
magazines. 

Ads are scheduled in Metro 
Comics and Metro-Pacific Comics 
in 36 newspapers. Two-color page 
insertions also will run in Esquire, 
The Saturday Evening Post, Wom-| 
an’s Home Companion, Midwest 
Farm Paper Unit and a group of 


independent newspapers. The) 
Olympics campaign began last) 
September. | 


The contest, which is directed | 
by G. F. Gemeroy, of Seattle, of-| 
fers 600 prizes totaling $70,000, 
with a top prize of $30,000. Mr. 
Gemeroy’s organization will re- 
ceive 10% of all Olympics contest 
contributions as its fee for creat-| 
ing and directing the contest. 

Advertising for the campaign is 
being handled by Frederick E. 
Baker & Associates, Seattle. 


Grimes Retires from Wheeling | 

John L. Grimes, long time gen- 
eral manager of advertising of 
Wheeling Steel Corp., Wheeling, | 
W. Va., has retired because of| 
health. Mr. Grimes began his ca-| 
reer with one of the predecessor | 
companies of Wheeling Steel in| 
Portsmouth, O., in 1913 and, ex-| 
cept for a period of five years 
when he was associated with Fire- 
stone Tire & Rubber Co., has been 
with Wheeling ever since. 
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Simoniz Names Buchen for New | Bert Carr, formerly treasurer and|Campbell-Mithun Names Two | also has been in creative and ex- 


Division; Advances Four Execs|©ontroller, becomes vp in charge 
‘of finance. Robert C. Shropshire, 


Simoniz Co., Chicago, has ap- 
pointed Buchen Co., Chicago, to 
handle advertising and merchan- 
dising for its new commercial di- 
vision, which produces a line of 
industrial floor waxes and cleaners 
for hospitals, schools, etc. The divi- 
sion has had no agency before. 

Simoniz has promoted four ex- 
ecutives. Charles V. Lipps, former- 
ly director of sales, has been 
named vp in charge of marketing. 


| named vp in charge of foreign op- 


Campbell-Mithun, Chicago, has 
promoted Glenn Martin to copy 
chief. Mr. Martin, formerly a copy 
group head on the American Dairy 
- , Assn. account, also will continue 
erations, and Charles G. Kindel- | with those duties in addition to 
berger moves from personnel man-/ his new post. The agency also has 
ager to assistant to the president. ‘named Howard T. Worden a crea- 
Jack Doran has resigned as di-/| tive supervisor. Mr. Worden, who 
rector of advertising and sales pro-| recently returned from the West 
motion of the company. Simoniz Coast, where he had been associat- 
does not plan to fill the post in the|ed with RKO, Walt Disney and 


formerly vp and general manager 
of Simoniz Ltd., Canada, has been 


near future, Mr. Kindelberger said. other motion picture producers, 


ecutive capacities with Young & 
|Rubicam and later was a vp of 
Foote, Cone & Belding. 


Publications Add Office 

World’s Business and Guia, New 
York, have opened new advertising 
sales offices at 4500 Euclid Ave., 
Cleveland. The new office is un- 
der the direction of Arthur W. 
Stockdale, who, with Ted Daily, 
| will represent the magazines in 
| Ohio and western Pennsylvania. 
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Advertisers, Not Space Salesmen, Should 
Evaluate Business Papers, Analysis Shows 


(Continued from Page 2) 

placement. 

© Most appraisals of editorial 
characteristics made for the space 
buyer by the publisher are neces- 
sarily, though sometimes uninten- 
tionally, biased and therefore 
valueless. An initial questionnaire 
to 386 business publication editors, 
publishers and salesmen was tried. 


It was abandoned, however, in 
favor of the journalistic yardstick 
set up by Dr. Theodore Peterson, 
| associate professor of journalism, 
University of Illinois. 


@ Buyers should never pay for 
anything that runs in the editorial 
columns of a publication. 


e Publishers should not charge 


advertisers for anything in edi- 
torial columns. 

“More publications than we 

realized charge for product cuts 
and mentions,” Mr. Marsteller 
said. 
e Publishers should have a tell-all 
masthead that (1) lists staff ac- 
curately without screening their 
sex, (2) lists branch offices or 
correspondent locations correctly, 
(3) says for whom the publication 
is edited. 

“Qualifying the fulltime editors 


eliminated secretaries, production 
assistants, circulation salesmen and 
other oddly-prepared journalists,” 
the study reported. 

“Misleading editorial listings 
were far more prevalent than we 
had supposed,” it said. 


Albert Helm Joins Garmise 

Albert E. Helm, formerly circu- 
lation promotion copy chief of 
Hearst Magazines, has joined Bert 
Garmise Associates, New York, as 
an account supervisor. 


No wonder there’s excitement in the air in Cleveland—and half 
of Ohio! Now, two members of the big WBC family have come 
to town. Now station KYW at 1100 on the dial replaces Station 
WTAM. And KYW-TV, Channel 3, replaces WNBK-TV. 

This means great things to Cleveland, and you. It means 
that Cleveland becomes one of the major WBC markets, 
serving one-sixth of the population of the United States. It 
means that now Clevelanders can enjoy the topnotch enter- 


National Sales 


IT’S WBC’'S 
BIG NEW SIGHT AND 


... SOUND! 


tainment, top news coverage and technical perfection typical 
of every Westinghouse Broadcasting Company station. 
Outstanding local shows! Popular NBC network shows! 
Color spectaculars! Drama, sports, comedy—the best of 
everything they want to see and hear on KYW-radio, 
and KYW-TV. Plus public-spirited programming that 
echoes the WBC creed—‘“Broadcasting is most effective 
on stations which have earned the respect and confidence 
of the communities they serve.” 
To you, this means audience action in America’s 
seventh market. Put Cleveland’s entertaining new pair on 
your sales staff. A call to WBC does the trick. Call MUrray 
Hill 7-0808, New York. Ask for Eldon Campbell, WBC 


Manager. 


WESTINGHOUSE BROADCASTING COMPANY, INC. 


RADIO 


BOSTON—W8Z+WBZA 
PITTSBURGH—KDKA 
CLEVELAND—KYW 
FORT WAYNE—WOWO 
PORTLAND—KEX 


KPIX represented by The Katz Agency, Inc. 
All other WBC stations represented by Free & Peters, Inc. 


Support the Advertising Council Campaigns 


BOSTON—WBZ-TV 
PITTSBURGH —KDKA-TV 
CLEVELAND—KYW-TV 
SAN FRANCISCO—KPIX 


TELEVISION 
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| WS Ws Bits io Play with Girls 


wie us ap a ee mie 
a a ee ee 


CHERCHEZ LA MOTIVE—Frank H. Lee 


Pee tee Oar 


Co.’s spring campaign takes ad- 

vantage of the two-sex system. 

This ad will appear in the April 
9 Sports Illustrated. ~ 


Lee Drive Aims 
to Sell Men’s 
Hats to Women 


(Continued from Page 2) 

Other ads in the series will run 
in the April Esquire and in May 
in Sports Illustrated. The Esquire 
ad, headed “How to make a wom- 
an happy now that Easter’s com- 
ing,” asserts, “She can’t feel well- 
dressed unless you are.” 


8 The Sports Illustrated ad is “For 
men who like to play with girls.” 
It stresses that in order to play, 
“you have to know the ground 
rules. . .Dress right.” 

Further to promote the woman’s 
angle, Lee has appointed Caye 
Christie, reportedly the only wom- 
an consultant in the men’s wear 
field, as its adviser. Miss Christie 
is now on a nationwide store tour. 

This involves local radio, tv and 
newspaper interviews as well as 
advising store personnel on local 
promotions, advertising, display 
and sales techniques. 

Lee’s summer campaign drops 
the woman’s angle to introduce the 
Lee Dynel straw hat—a Lee “ex- 
clusive.” Billed as “the most rev- 
olutionary summer hat ever,” it 
is reported to be “so coolly porous 
you could read your newspaper 
through it; so light you could mail 
it with only a 3¢ stamp; so water- 
repellent you could take a shower 
in it—and it will be bone dry in 
minutes; so shape-retaining you 
could sit on it.” 


8 National advertising will run in 
May 1 Business Week; May 28 U.S. 
News & World Report and May 27 
and June 3 New York Times Mag- 
azine. Carbide & Carbon Chemi- 
cals Co., maker of the acrylic Dy- 
nel fiber, and Wellington Sears Co., 
manufacturer of the Dynel fab- 
ric, will tie in with radio, tv, mag- 
azine and newspaper promotion. 

E. A. Korchnoy Ltd., New York, 
is the Lee agency. 


nA 


Marie does it 
FASTER... 


complete mailings, mult!- 
graphing, mimeograph- 
ing, addressing, fill-in on 
multigraphed letters, 
planographing. 

Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 


uick service and fast delivery 
ALL WAbash 2-3655. 
The Ire, 


431.S. Dearborn Street, Chicago 5, uy 
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Business Publishers Aid 
in Specialized Fields 
To the Editor: Extracting from 


Dotted Line Club, as reported in 
your Jan. 16 issue, the most “last- 
ing” criticism, to my mind, was 
that “business publications do not | 
help advertising agencies in the 
job of writing copy, by telling 
what their readers are interested 
in.” . 
I defy Mr. Peck to find more 
than a relative handful of agencies 
which would either permit or wel- 
come this kind of help. Many) 
agencies refuse to openly recog- 
nize their lack of knowledge of a 
particular field, and instead of 
asking the business magazine 
salesman or editorial staff for help, 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


sidered a sign of weakness. 


Strangely, the personnel of the 
Mr. Peck’s speech to the Chicago|very large agency welcome this 


motion, handled on a trade level 
by G. M. Basford, New York. Be- 
fore any space was placed, mem- 
bers of the Lamp Journal and 
Furniture Store Lamp Merchandis- 
er staff were asked to suggest 
trade angles and, for that matter, 
direct mail tie-ins because, ac- 
cording to the far-sighted Basford 
folks, any good trade book is prac- 
tically the “diaper-changer” of its 
specialized field. Sure, we sold 
space to GE and Basford but, also, 
some of our copy ideas were 


There’s An 


To Get Attention... - 


Easier Way 


sort of help. I have in mind the | 
|“Touchtron” switch (a product of|of business magazine publishers 


| General Electric, Bridgeport) pro-| suggesting direct mail. 


|believe that this would be con- | adopted and used to assure sales of 


“Touchtron” and therefore sold 

more space for us and more 

“Touchtron” switches for GE! 
Mr. Peck says that he has heard 


Yes, in- 
deed. This is to some of the 
“holier-than-thou” agencies who 
persist in 100% institutional copy, 
for instance, when the particular 
trade calls for “sell” copy. No one 
gains but try and persuade this 
small (and some big ones, too) 
agency that a space man could 
give adequate copy advice. The 
would-be ivory tower account exec 
(no media man in the small shop) 
fails to recognize, or doesn’t want 
to, that this same space man sees 
hundreds of the small manufactur- 
ers in the industry, sees the re- 
tailers at the trade shows, knows 
the language between them, and in 
50% of the space he sells writes 
his own copy, anyhow! And you 
can be darn sure when he, the 
space man, writes copy, he wants 
it to pull, for obvious reasons— 


RCA VICTOR 


Breer ewer mre semi Mier MCA Vartan chm may tie trie eammc 


the Jan. 14, 1956 issue of The Sat-| be a threat to independent auto 
urday Evening Post. makers it is a threat to independ- 

We'll grant you that there is/ent advertisers, too. In the Jan. 21 
really nothing new under the sun|issue of The Saturday Evening 
in advertising but, plainly... | Post, GM used 23 of 56 full-page 

Since “imitation is the sincerest | ads printed. A rousing 41%! 
form of flattery” we all, here, feel | We all agree it pays to adver- 
highly flattered and complimented | tise, but isn’t that a little obvious? 
that one of the giants of the radio| JERRY FRIEDMAN, 
and tv industry should take a page| Majestic Advertising Agency, 
out of our creative book. Milwaukee. 

It’s a good item for your “Look e e e 


Alike” column and comment! N’est 
ce pas? Creative Stability Needed 
for Client Stability 
To the Editor: There is a crying 
need for editorials like your “Sta- 
bility Is a Crying Need” in the 
Jan. 23 issue of ADVERTISING AGE. 


B. M. WALBERG, 
Walker B. Sheriff Inc., Chica- 
go. 
e 


Fund Passes Halfway Mark I should like to develop this theme 
‘Toward $2,000,000 Goal ‘a little. No, not a “little’—a lot. 
To the Editor: While I was| There is, it is true, more loy- 
|very happy to see the picture of alty from agency to client, than 
| Willard Cole, Ben Duffy, and my- from client to agency. But it is not 
self at the “Phon-a-thon” of the always the client’s fault. More 
|American Institute of Men’s and often it is the fault of advertising 
Boys’ Wear Inc., in your Jan. 23 itself, and (more particularly) the 
issue, one thing did make me un-| fault of agency management. The 
|/happy. This was the fact that you | reason is that the higher we go on 
motion at all! \said we are trying to raise $1,-| the executive scale, the more ig- 
Let the agency, large or small, | 000,000. | norance we find on what makes 
ask the trade publication for ad-| As a matter of fact, we are well! good advertising good, and bad ad- 
vice. They may be shocked, but} over the halfway mark to raising| vertising bad. 
they’ll get honest advice, designed | $2,000,000 as a minimum goal,|; Here is what happens, all too 
to aid the advertiser. And more needed to launch our educational often. An agency starts in a small 
small firms who use business pa-| and promotional drive on behalf| way. By accident or instinct, it de- 
pers will use agencies, instead of of the men’s and boys’ wear in-| velops a new creative concept, hits 
having the magazine write their | dustry. upon a new procedure or copy 
copy! We publishers would like! I sincerely hope that you can formula, which works selling 
that, and don’t the agencies like| make this clear to your readers, miracles. Unable to get large ac- 


and shouldn’t the agency have this 
same idea? So, direct mail, instead 
of supplementing or complement- 
ing trade ads, is substituted, and 
if the space man downs the idea, 
he’s accused of having the pro- 
verbial axe to grind, but he’d 
rather see the advertising minded- 
mess back of direct mail, and 
eventually trade ads, than no pro- 


their 15%? There’s a lot more of 


so that there is no misunderstand-| 


counts at first, this agency tackles 


Sell to men? Sell your customers the 
easy . .. the best way! Reach 
1,200,000 reader-buyers, 98% male. Con- 
centrate in THE SPORTING NEWS. Men 
buy it. like it, read it from the front page 
to the last. And have confidence in it. 


it available...just ask for the) ing. small ones. But thanks to the new 
business magazine’s help. We'll all | Francis DEW. Pratt, |concept it has developed, it turns 
benefit. Executive Vice-President, | these small accounts into new in- 


HERBERT ROSENTHAL, 
Rosenthal & Smythe Inc., New 
York. 


tion was written correctly, 


American Institute of Men’s 
& Boys’ Wear Inc., New York. 
Investigation shows that the cap-| 
but 


| dustrial giants. 

This causes a sensation among 
certain entrenched products that 
feel the hot breath of competition 


| 


just as lively. 
y 

e aM > A 

+ ? 


NEW 


It's almost as old as baseball itself and 


YORK CLEVELAND 


|lost a million dollars on its way 


Baby Sitters Look Alike ‘through the print shop. Half a 


To the Editor: If you will look dozen stories going back to July, 


at your Nov. 8, 1954 issue of AA,|’55, however, carried the correct 
first page, you will see that you| figure for the drive’s goal. 
gave the enclosed Hallicrafters ad ° és . 
editorial-pictorial comment. 

Please note carefully the head-| GM Makes It Obvious 
line on the Hallicrafters ad andthe! To the Editor: An observation 
art treatment. 'Copy Cub might be interested in 


Now, look at the two-page) for Rough Proofs... 
spread of RCA which appeared in| If General Motors is supposed to 


on their necks. They all flock to 
the small agency. The small agen- 
cy gets big. In a few years it is 
among the first 50, or the first 40, 


| or perhaps the first 10 in total 


billings. 
Mind you, all this has been done 
with a creative concept. A way of 


selling more goods per advertising 
| dollar. One would think that with 
| such a record, the clients who ben- 
|efited by this new creative concept 


KANSAS CITY 


PY se 
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(ardens and Successful Fa 


PHOENIX 
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JOHN BLAIR & CO 


MEREDITH Xadeo ad Vdhesison STATIONS 
affiliated with better Homes and 
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would cleave to that agency for,to mind the unimaginative, un- | shortening and all-purpose flour ; members all too vividly the scenes | 
life. skilled, complacent character who | cannot make promises of real stat- her father made when mother’s | 
But then something happens. | feels he can’t go wrong by preach-|ure. Well, first let me illustrate|meals displeased him....At last 
The founders of the agency die, or ing against sin. Sure, making and| what I think a promise of real|her eyes spot an advertisement 
grow old and retire. Smart young-| keeping enormous promises may /stature is: “I promise you, Mrs.|that...seems to be written ex- 
er men, fresh out of the universi-|sound difficult, but only to the| Young Housewife, that your hus-|clusively for her... .‘Look,” the| 
ties and the graduate schools and unskilled and uninformed. But the| band will love and respect you ad says, “be smart, be different | 
bristling to the fingertips with! real creative man, armed with|more if you use my brand of and be loved. It’s simple, honey. 
theory, move in. Lacking ex-| knowledge and truth and insight, | bread.” Everyone will agree that Just get Bito Bread. And then 
perience in creative advertising, |can easily overcome this so-called | this is a tremendous and magnifi-| make that guy of yours something 
but well versed in how to get problem. Mr. Woolf himself gives|cent promise. Can it be credibly different for dinner. Parisian | 
along, they live by their wits un-|us the answer in his own column.| made and honestly kept? Why, of French Toast. Light fluffy French | 
til they work themselves into ex- He leads into his article by quot- course. | toast made from light fluffy Bito 
ecutive client contact. Once they |ing Doctor Samuel Johnson, who| Mrs. Young Housewife has just Bread. He’ll love you for being dif- 
arrive there, in self-defense they | said: “The soul of the advertise-| returned from her honeymoon. Mr. | ferent.” ... 
swing the balance of power with- | ment is the size of its promise.” ...| Young Husband is now at work in| “Gee,” says Mrs. Y. H., “I never | 
in the agency away from creative) There is one big and funda-| his office. Mrs. Y. H. wants to sur- | thought of all these things.” And 
brilliance. In only a few years, the mental difference between the liv-| prise hubby at dinner tonight. so relieved of her burden she hap- 
agency loses the concept on which | ing consumer and the living ad- | However, she’s frightened. She’s|pily goes about polishing her | 
it was founded, and becomes just | vertisement. The uninhibited living|an inexperienced housewife and | nails... 
another agency—trying to hold its | advertisement says out loud what | she’s not too sure of her cooking) The same ideas apply to beer, 
clients as best it can. the inhibited living consumer is / ability. But more than that, she’s | toothpaste, etc. Mr. Woolf claims 
Three great agencies have gone | thinking but is afraid to express. | frightened because one day re- that beer drinkers are only inter- 
this tragic route in the past few | Without getting psychological, one|cently her hubby jokingly said: | ested in taste. Well, that’s what 
years. Their change-over from cre-| could say that an advertisement | “Honey, I hope you can feed me|the consumer may say out loud, 
ative to non-creative is an eco- is an extension of the consumer’s|in the manner to which I’m accus-'| but common sense tells us there’s 
nomic loss to the advertising busi- | mind. tomed. My Mom made me great more to the story. And to prove 
ness and the nation. But when a| Mr. Woolf goes on to say that|meals. Ha, Ha.” Now, the state-/| that there’s more to the story, and 
client, who bought an agency for products like bread, beer, hair|ment doesn’t seem so funny. Now| that we honestly know it, just try | 
its creative ability, finds it is not) tonic, shaving cream, toothpaste, | she’s really worked up. She re-| putting a consumer’s thoughts into | 
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a beer ad and watch the FTC jump 
down your throat. The consumer 
may say he’s using toothpaste for 
health reasons, and that’s a damn 
good reason for using paste, but 
the uninhibited living and thinking 
advertisement will express what 
the consumer is afraid to say out 
loud, even to his intimates. You 
are more attractive when your 
breath is clean and your teeth are 
brighter. And if that’s not true, I’d 
like to have a dime of every dollar 
that a certain Hollywood manu- 
facturer of “tooth-caps” makes 
during a year. 

Just as a person thinks daring 
thoughts to himself without fear- 
ing public ridicule, so will that 
person read copy in the quiet of his 
mind...a good, living advertise- 
ment not only lends momentum to 
the thinking process of the con- 
sumer but it also gives him an easy 


| way out by relieving his mind of a 


heavy burden and telling him what 
to do, what to get and where to 
get it... 
HERBERT ROSENBLATT, 
Brooklyn, N. Y. 


getting creative ability any more, 
but mere super-contact instead, it 
can hardly be blamed for chang-| 
ing horses, mid-stream or no. 
If you want to see what is hap- 
pening to the creative end of ad-| 
vertising, take a look at the dearth | 
of top copywriters today. The old | 
ones, who knew how to sell goods | 
30 years ago, have either worked | 
themselves to death or are still in| \ 
harness. Try and find an advertis- | S 
ing agency, aside from a notable | SN 
few, whose main claim to fame is | 
brilliant copy and creative ideas. | 
Believe me, in many an agency | gies 
today the emphasis is readership | aang: 
studies, freakish art, and high-level | 
contact. The copy department gets | 
the hind udder. Yet what substi- | 
tute is there for good copy? 
The greatest opportunity in our | 
business today is for new copy. 
agencies. More Getchells, Ogilvys, 
Leo Burnetts, Biows. We need 
creative stability within our own 
shops. Then agency-client stability 
will come as a matter of course. 
Weston Hitt, 
Westport, Conn. 


‘Explanation’ Cleared the 
Mortimer-Charnay Situation 

To the Editor: On my return to 
the country I found a clipping 
from the Dec. 5, 1955 issue of Ap- 
VERTISING AGE which states that 
“Public Relations man David B. 
Charnay has obtained a full re- 
traction and other considerations 
from Lee Mortimer, etc.” 

The truth of the matter is that 
there was no consideration for this 
settlement and there was no re- 
traction or apology but only an ex- 
planation. 

Enclosed is a copy of a telegram 
that was sent by me to local city 
desks on the occasion of the release 
of the self serving Charnay state- 
ment. 

I request that you clear this 
point up in your columns as the 
item as it stands now is definitely 
untrue. 


the Salt Lake 
Intermountain 
Market... 


The one great metropolitan market 
between Denver and the Pacific coast where 
last year, more than $300,000,000 was spent for business 
expansion and consumer spendable income reached nearly two 
billion dollars! Fill in your market map... advertise consistently 
in the only media that reaches and sells the entire market... 
The Salt Lake Tribune and the Deseret News and Telegram. 


LEE MortTIMeEr, 
New York. 


Mr. Mortimer’s letter refers to a) 
bricf item which said Mr. Charnay 
had dropped a $2,250,000 libel ac- 
tion in return for a full retraction 
of allegedly defamatory statements 
about him in “Washington Confi- 
dential.” 


Reader Rebuts Woolf 
To the Editor: ...I am going to 
rebut Mr. Woolf’s article which 
appeared in the Jan. 30 issue... 
Mr. Woolf sums up his article 


The Salt Lake Tribune DESERET 


(MORNING & SUNDAY) 


NEWS AND 


Salt Lake Telegram (EvENING) 


in his opening passages. He states: 
“.,..promises of massive size... 
important, dramatic, exciting 
promises cannot credibly be made 
in behalf of everyday commercial 
products.” This statement brings 


COLOR IN NEWSPAPER ADS ADD EXTRA SALES : 


Represented Nationally by: MOLONEY, REGAN & SCHMITT, INC., Metropolitan Sunday Newspapers 
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Management Men Weigh Changeover 
toa Marketing Approach’ to Industry 


(Continued from Page 1) | 
mark this month and will reach 
190,000,000 by 1965. 


® Our problem is no longer one of 
production, but of consumption, 
Dr. Reed stated. It is not a ques- | 
tion of satisfying needs—these are 
already satisfied, he said—but of 
satisfying wants. And it is not a 
matter of satisfying only present 
wants, new ones must be continu- | 
ally stimulated, he added. 

Dr. Reed declared that the eco- 
nomic difficulties of other coun- 
tries stem from their lack of moti- | 
vation to better themselves. “They 
sit in poverty on bags of gold, as | 
they have done in China, India 
and Russia for centuries,” he said. 
“Their resources are fabulous but 
little use has been made of them.” 

The growing importance of ad- 
vertising and selling to manage- 
ment was shown graphically by 
Edward G. Gerbic, vp in charge of 
merchandising and advertising, 
Johnson & Johnson, New Bruns- 
wick, N.J. 


™ Mr. Gerbic, immediate past 
chairman of the Assn. of National | 
Advertisers, reported the following 
significant trends in his own com-| 
pany: 

| 
e Advertising and sales promotion | 
expenses have increased from 6.1% | 
of sales in 1950 to an estimated 
10.1% in 1956. 


© The cost of operating the sales 
force has risen from 5.7% of sales 
in 1950 to an estimated 7.1% this 
year. 

These trends have not cut into 
profits as much as might appear, 
Mr. Gerbic pointed out, because of 
“greatly increased sales volume.” | 
He said they do show a greater 
management reliance on advertis- | 
ing and sales. 


Mr. Gerbic said it was also a|Three Nowland executives pre-|Shank Jr., president of the com- 
good sign that many companies are | sided over a closed-circuit tv pre- pa 


no longer forcing advertising to! 


production cycle.” He reported that 
his company established a market-_ 
ing division in 1954 to supervise | 
sales, research, advertising, sales 
promotion, sales training and cus-| 
tomer service. 

The benefits of a company-wide 


‘integrated approach to marketing 


were also described by R. H. 
Jacobs, sales manager, home prod- 
ucts division, Minneapolis-Honey- | 
well Regulator Co., and Raymond | 
A. Rich, vp and general manager, 
appliance division, Philco Corp.) 


| Both of these companies use prod- | 


uct managers to achieve better 
coordination. 
| 


® Sherwood Dodge, vp and general | 
manager, Foote, Cone & Belding, | 
New York, presented a somewhat | 
pessimistic report on the state of| 
market research. He stated that 
today’s advertising is less scien- 
tific than it was 25 years ago, when 
the effectiveness of ads was at 
least tested by coupon pulls. 

Mr. Dodge said the most accur- 
ate method he knows of testing the | 
effectiveness of ads is controlled | 
mail research, which works like 
this: 

Group A is sent a proof of an 
ad; Group B is sent a different ad 


| 
| 


the control group—is not sent any- 


thing. After the mailings, inter-| 


viewers poll the three groups on 
their recent buying purchases. The 
activity on the product in question 
would constitute a true measure of 
the effectiveness of the two ads. 
Mr. Dodge conceded, however, that 


i shh us a ae ue ee "ORR ee 4 


BARKER—General Electric’s tube department, Schenectady, is using 
a circus theme for its spring promotion, “The Greatest Show of 
Worth.” Fred J. Nataly, GE advertising and sales promotion repre- 
sentative, is shown as he presents the five-ring promotion plan to 
district and regional sales managers in Miami Beach. 


Official Films 
Acquires Part of 
Four Star Companies 


_CHARLES B. PETRIE 
| New York, Feb. 7—Charles B. 
Petrie, 55, editor of the life insur- 
ance department of the Weekly 
Underwriter, international insur- 
.. .|ance publication, and advertising 
— a wey ar executive of the American Surety 
three Four Star tv companies | Group, died of a heart attack yes- 
through @ stock exchenge. The | terday while in a doctor’s office. 

; After studying at the Art Stu- 


actors, however, from whom the 
companies take their name, remain 
in the film production business, 
‘retaining ownership of their third 


‘on the same product; Group C—/| Company, Four Star Films, in Hol- 


| lywood. 

| In the transaction, Official Films 
|gets the assets of Four Star Pro- 
|ductions, including 192 half-hour 
| tv films, and of a related company, 
|Four Star Television, which was 
set up as a sub-contractor on the 
|“Four Star Playhouse” series. All 


“this method is both costly and| the outstanding stock of these two 


dents League here, he became a 
| reporter on the Louisville Courier- 
Journal. He later worked for the 
old Chicago Herald & Examiner 
and the old New York Evening 
World. 

He was the first managing editor 
and art director of Mademoiselle. 
|Later he entered the insurance 
\field as assistant to the vp and 
later advertising director of the 
American Surety Group. Subse- 
|quentiy, he became vp of the An- 
drew Cone Agency. He had been 


time-consuming.” 

Nowland & Co., Greenwich, 
Conn., research company, treated | 
the management men to an enter-| 


‘'taining—and_ enlightening—dem-| 


onstration of the use of the depth | 


interview in motivation research. | 


sentation which showed psychol-| 


companies was exchanged for 
695,000 shares of Official stock. 
The Four Star enterprises are 
owned by actors Dick Powell, 
David Niven, Charles Boyer, Ida 
Lupino, agent-producer Don 
Sharpe and William A. Cruik- 


associated with the Weekly Un- 
derwriter for several years. 

At his death he also was editor 
of the Insurance Press, a monthly 
life insurance publication. 


RUTH BROOKES 
San Francisco, Feb. 7—Ruth 


ny. 
Four Star Films will continue to| Brooks, partner in Watson-Brooks 


follow the sales curve. He reported | ogists conducting such interviews. | produce such shows as “Four Star | Duplicating Co., and a member of 


that along Madison Ave. there is a 


new term, “contra-cyclical adver-| of twenty national conferences to | Theater,” “Stage Seven,” etc. 


tising,” which means increased ad- 
vertising in the face of a sales 
drop. He credited this approach 


with helping to avert a major sales | Puffer, Kuehn Studio Affiliate | 


decline in 1954 and he pointed out | 
that the automobile industry is fol- | 
lowing the same approach this| 
year. 


® Mr. Gerbic told the meeting that 
more and more companies are 
adopting the “marketing concept,” 
which he defined as “intelligent in- 
tegration and coordination of all 
corporate manufacturing and dis- 
tribution functions.” He said a by- 
product of this trend is better co- 
ordination between sales and ad- 
vertising. 

In today’s marketing picture, 
Mr. Gerbic said, “Willy Loman is 
dead. Today’s salesmen are better 
trained, more intelligent and far 
more aware of sound selling pro- 
cedures.” (Willy Loman is the hap- 
less, tragic figure in Arthur Mil- 
ler’s “Death of a Salesman.’’) 

Several other speakers under- 
lined the increasing acceptance by 
management of the “marketing 
concept.” 


® Curtis H. Gager, vp in charge of 
sales, Coca-Cola Co., stated that 
marketing is really the key func- 
tion in a business, the function 
through which all other functions 
must be coordinated. 

A. A. Togeson, vp in charge of} 
marketing, BullDog Electric Prod- | 
ucts Co., Detroit, attacked as a fal-| 
lacy the idea that the sales depart-| 
ment can sell all that the plant) 
produces. He said the marketing | 
man must be brought in “at the) 
beginning—not at the end—of a’ 


| production studio, have formed an 


The marketing conference is one} 


be held by the AMA this year al 
various fields of management. | 

Charles O. Puffer Co., Chicago | 
agency, and Lloyd Paul Kuehn &| 
Associates, art and advertising 
associated operating company with | 
offices at 75 E. Wacker Dr., Chi-| 
cago. Although the two companies 
maintain separate corporate iden- 
tities, they will operate as a single 
company. Charles Puffer is presi- 
dent of Puffer Co., and Lloyd Paul | 
Kuehn heads the studio. Jack Hess | 
heads the public relations depart- | 
ment of the new association, and | 


Henry Garcia is art director. 


RICHARD C. CHRISTIAN has been elect- 
ed exec vp of Marsteller, Rickard, 
Gebhardt & Reed and will fill the 
new post of general manager of 


\the agency’s Chicago office. With 
the agency since 1951, Mr. Chris- 


tian has been director of research 
for the past three years. 


: | place in national distribution in 


ad flavor. 


Playhouse,” “DuPont Cavalcade | the Mail Advertising Service Assn., 
died Feb. 5 of complications after 
a heart attack. She and Jean Wat- 
® With this acquisition, Official) con established their mail order 
gets 129 “Playhouse” films, 39|anq duplicating service in Sacra- 
“The Star and the Story” pro-| mento in 1925 and moved to San 
grams (sometimes called “Henry | Francisco in 1929. The firm now 
Fonda Presents”) and 27 “Stage|has 24 employes and two offices. 
Seven” shows—all of which have} 


been seen once in many major) 
aieckets. B. S. L. FITZPATRICK 
The company also will receive) Montreat, Feb. 7—Benjamin 
25% profit participation in the | Stanley Lawrence Fitzpatrick, di- 
“Sheena, Queen of the Jungle” se- | rector of the Imperial Tobacco Co. 
ries, according to the announce- of Canada Ltd., and former adver- 
ments. This Four-Star produced |tising manager and director of 
show is being distributed by ABC | Tuckett Tobacco Co. Ltd., died 
Film Syndication. Feb. 1 in Montreal General Hos- 
Other assets acquired by Offi-|Pital. 
cial: National and syndication| Born in Montreal in 1900, he was 
sales rights on future “Playhouse” |educated in that city. After 20 
films as they become available,| years in the advertising business 
syndication rights on re-runs of | he joined Tuckett in 1936 as ad- 
“Cavalcade Theater” and the tv|vertising manager. He resided in 
rights to the literary properties of Hamilton until his election as a 
Somerset Maugham. |director of Imperial in 1947. 


Betty Crocker Mixes 
‘Confetti Angel Food’ 


'MARIA C. JACKSON 
is PorRTLAND, OrRE., Feb. 7—Mrs. 
The ory - agg Bn me Betty Maria Clopton Jackson, 93, chair- 
Crocker line is Confetti Angel € the beard of the Coen 
Food, which General Mills will|™@" of the board of the reg 
| Journal Publishing Co., died in her 


February. The confetti mix is a 
variation of the regular angel-food dow of C. S. Jackson, founder of 
mix, being multicolored sugar dots |the company, who died in 1924. 
which dissolve during baking and|™Mrs. Jackson was born in Rich- 
turn the cake into a rainbow of|™0nd, Va., and moved here with 
color. It has a cherry almond her mother in 1871. She married 
|Mr. Jackson in 1886 in yes 

The first ads for the new mix Where they lived while he pub- 
will appear in Life and The Sat-| lished the Pendleton East Oregon- 
urday Evening Post in February. #4". He sold the newspaper in 1902. 
Advertising will include color sup- | After her husband’s death, Mrs. 
plements and other magazines later | Jackson donated 88 acres for a site 
as well as the Garry Moore and |for a medical center. The Univer- 
Bob Crosby shows over CBS. sity of Oregon medical school and 
Batten, Barton, Durstine & Osborn several hospitals are situated on 
is the agency. | the site. 


2 i 2S 


Advertising Age, February 13, 1956 


New Corporation 


Will Invest in TV, 
Radio Properties 


BurraLo, Feb. 7—Organization 
of Trans-Continent Television 
Corp. to buy and operate television 
and radio stations on a national 
and international basis was re- 
vealed here last week by Paul A. 
Schoellkopf Jr., chairman of the 
board. 

Officers of the corporation are 
David Channing Moore, of New 
York, president; Seymour H. Knox 
3rd, vp, and Felix Piech, secretary 
and treasurer. 

Members of the board, in addi- 
tion to those named, are George 
F. Goodyear and J. Fred Schoell- 
kopf, chairman of the executive 
committee. 

Describing the activities the 
new company will engage in, Paul 
Schoellkopf said: “Whenever it 
appears we can obtain or erect 
properties that serve the public 
interest and that at the same time 
enable us to operate on a sound 
commercial basis, we will be inter- 
ested in taking the necessary steps 
to begin operations.” 


s He added that the company is 
prepared to acquire up to the max- 
imum number of seven radio and 
seven tv stations allowed by the 
Federal Communications Commis- 
sion. 

He said the company was in- 
terested in the possibilities of 
acquiring or starting operations 
outside the U. S., particularly in 
Canada, although he emphasized 
that the group did not have any 
preconceived plans. 

Control of the corporation is 
about equally divided among the 
two Schoellkopfs, Mr. Goodyear 
and Mr. Knox. They represent 
substantial financial and business 
interests here. 


s In effect, the new corporation is 
a broadcasting holding company, 
except that in certain situations it 
might also be an operating com- 
pany. 

Mr. Moore formerly was a na- 
tional sales manager of a division 
of International Business Ma- 
chines Corp. Mr. Knox is Buffalo 
manager of Dominick & Dominick, 
stock broker. Paul Schoellkopf is a 
vp of the Niagara Share Corp., 
Buffalo, and a director of several 
companies. 


Erwin, Wasey Reassigns 
Carnation Account Execs 

In a realignment of assignments 
on the Carnation Co. account, Er- 
win, Wasey & Co., Los Angeles, 
has named James T. Vandiveer 
senior account executive, coordi- 
nating account activities on Car- 
nation evaporated milk, Gold Cross 
evaporated milk, and Topic filled 
milk. George V. Genzmer Jr., se- 
nior account executive, will con- 
tinue to handle Carnation milk 
advertising in Hawaii, Puerto Rico 
and Alaska and publication adver- 
tising in the U.S. 

Fenton Taylor Jr. is senior ac- 
count executive for radio-tv activ- 
ities on Carnation evaporated milk 
and also handles all account work 


home here Feb. 3. She was the wi-| 


on Gold Cross evaporated milkygad 
| Topic. Gene Stokes, formerly in 
\the media department, has been 
|named assistant account executive 
on Carnation evaporated milk. 


Chrysler Promotes Two 

Godfrey H. Miller has been ap- 
pointed sales promotion manager 
of Chrysler division, Chrysler 
Corp. He joined Chrysler in 
March, 1955, as assistant sales 
promotion manager. Clifford C. 
Lockwood has been named admin- 
istrative manager of advertising 
and merchandising of Chrysler di- 
vision. He had been assistant ad- 
vertising manager since 1945 and 
has been with the company since 
1924. 
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order. 


than 15 years ago. 


Advertising as a Per Cent of Sales 


Reprints of the Apvertistnc AcE-University of Illinois study 
of the percentage of sales devoted to advertising by 2,325 com- 
panies are available from the Library, ADVERTISING AGE, 200 E. 
[linois St., Chicago 11, Ill., at $1 each. Please send check with 


The study gives figures for the year 1954 for 70 different 
business categories, and is the largest and most comprehensive 
analysis of advertising as a percentage of sales which has been 
made since the report by the Federal Trade Commission more 


Canada has been announced joint-;radio receivers and phonographs, 
ly by the Assn. of Radio & Televi-| will manufacture and sell a line of 
|sion Employes of Canada, and the receivers under a new Sparion 
| National Assn. of Broadcast Em-_§label., 

iployes & Technicians. ARTEC, 


representing 1,700 professional and ya,tyABLE FRANCHISE FOR 
| office workers, including CBC an- 


nouncers, had not formerly been EXECUTIVE SALESMEN 


| affiliated with any major labor Well rated concern nationa) in scope. Advertis- 
| i i ing or intangible experience necessary. No in- 
organization. vestment or inventory. A business of your own 
with protected territory. Men must be of high 
caliber, educated, nice appearance, and experi- 
Magnavox Buys Sparton enced in calling on top management. Reference 
M. required. 95% renewal year after year. We have 
agnavox Co., Fort Wayne, | testimonial letters from over 80% of our om. 

i tomers. This is a startling new idea, but o 
|Ind., has purchased certain assets enough to be proven. This is prestige advertis- 


io- isi ing ani Public Relations in its most palatable 
of the Sparton Radio-Television form. We are now setting up restricted territory 


As Milwaukee Goes, | 5urgess Sets Sprayer Drive 


| 


- | .. ' ; 
So Goes Nation, Says Burgess electric sprayer, manufac- | HENRY A. yt -” ay charge of ‘from Sparton, but no plant facil-| monthiy. write 
tured by Burgess Vibrocrafters| engineering and field operations | ities are involved. Magnavox, al- 


| division of Sparks-Withington Co. Our pian of pay is much better — a o~. 
ry : if t th i nt ve and w 
|The assets included some inven- conscientiousiy work for two years ae Gee 
j ; ; newals will be enoug te retire on. e pay 
tory and manufacturing equipment you immediately although we bill customers 


During the painting season, ‘as | 


RANDALL, Suite 143 
BUSINESS DIGEST & FORECAST 


Cream City Outdoor _ Inc. Grayslake, Ill, will be adver- | of A. C. Nielsen Co., Chicago, has| ready a producer of television and vote _ BUSINESS DIGEST & FORECAST | 


New Youx, Feb. 1—The grow _tised in national magazines under | been named exec vp and placed) 
le ee: , Milw ~|the headline “Painting is Easy.” |in charge of all of the company’s| 
ing smportance of lwaukee ss Among the magazines to be andi} 
specific market for nationally ad- are American Home, Argosy, Bet- 

7 4 : | > , 
vertised products and as a typical ter Homes & Gardens, Life, Pop- 


Ps * bate ular Mechanics, Popular Science,}| 
on wheels” was highlighted here The Saturday Evening Post and TV. Radio Unions Affiliate 


expanding midwestern community 


last week in a series of presenta- 
tions to advertising agencies by 
Cream City Outdoor Advertising 
Co. 

Film presentations were made by 
Charles B. Burkhart, president, 
and James H. Mallon, sales pro- 
motion manager of Cream City. 

The presentation, in addition to 
providing new statistics on Mil- 
waukee as a market, stressed that 
the horizontal expansion of the 
Milwaukee market has coincided 
with the increase in automobile 
registration figures for the county. 

“Also apparent, as the market 
assumed new perimeters with the 
surge to the suburbs,” Mr. Burk- 
hart pointed out, “has been the de- 
cline in the use of public trans- 
portation. The rapidly developing 
peripheral areas cannot be eco- 
nomically served by a mass transit 
system,” he said, “because in Mil- 
waukee there is one passenger car | 
for every 1.1 families, and no one 
walks anywhere any more. 


® “Winter no longer decreases the 
circulation value of outdoor ad-| 
vertising in the Milwaukee mar- 
ket,” Mr. Burkhart asserted. “New 
traffic trends,” he said, “now com- 
pletely discount the concept of 
winter-summer differences in cir- 
culation. 

“The peak of traffic flow in 1946 
was 17% below the figure listed 
as a low traffic flow for 1954,” he) 
added. 

Mr. Mallon pointed out that | 
Cream City has invested $500,000 
in the past year in plant redevel- 
opment and that it has junked or 
rebuilt 1,000 outdoor structures to 
give greater concentrated coverage 
in metropolitan and suburban 
areas. 


‘Business Week’ Names 
Sawyer Associate Publisher 
Bayard E. Sawyer, advertising 
director of Business Week, a Mc- 
Graw-Hill publication, has been 
appointed to the new post of asso- 
ciate publisher. 
Mr. Sawyer 
joined McGraw- 
Hill Publishing 
Co. in 1936 after 
he was graduated 
from Purdue 
University. He 
served on the 
staffs of Power, 
Factory Manage- 
ment & Mainten- 
ance, and was 
advertising di- Bayard E. Sawyer 
rector of Chem- 
ical Week before joining Business | 
Week in May, 1955 (AA, April 25).| 


Charmin Promotes Schultz 
Charmin Paper Mills Inc., pegs 
Bay, Wis., has organized a re-| 
search and development depart-| 
ment and named Donald Schultz, | 
with the laboratory staff since 
1949, research director. John Ma- 
loney has been appointed director | 
of marketing, and Fred Haselow 
director of equipment design. 


True. Olian & Bronner, Chicago, | 
is the agency. 


@ If Your Printer Doesn't Want'em, WE BO! 
(or we'll do it for him) 
IMPRINTING OR OVERPRINTING 


OF FOLDED AND BOUND JOBS 


Sersen’s IMPRINTING, ING. “i's“P"S..i. 5. CHICAGO 7 


broadcast audience measurement 
activities. 


| An affiliation agreement linking | 


|3,400 tv and radio workers across 


Mass Production... 


SOUTHERN STYLE! 


Names such as Drexel, Kent Coffey, Heritage-Henredon, Tomlinson, 7 
Globe Parlor and many others make the Prosperous Piedmont section 

of North Carolina and southwest Virginia the world’s largest producer of 
wood furniture. Here in North Carolina alone there are more than 350 plants 
producing every conceivable type of furniture for homes and offices around the world. 


Furniture production in combination with other booming industries and diversified agricul- 
ture make the 46 counties of the Prosperous Piedmont one of the top TV markets in the na- 
tion. And the only way to get complete coverage of this $2.3 billion market is with wrmMy-TV. 


With basic CBS programming and full 100,000 watts power, wrmy-TV completely dominates 
the buying habits of the 2 million customers in the area. 


To get “mass production” sales here for your product, call your H-R-P man today. 


GREENSBORO, N. C. 


Represented by 
Harrington, Righter & Parsons, Inc. 
New York — Chicago — San Francisco 


New In Our 
Seventh Year 
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Business Paper Success Story... 


Fairbanks’ Caster Campaign 
Rolls on Hard-Sell Copy, Follow-up 


New York, Feb. 7—The Fair-; 
banks Co., long-established as a} 
business paper advertiser, racked | 
up one of its most successful cam-| 
paigns when it introduced its) 
swivel casters five years ago. 

It called them a “revolutionary 
achievement” in caster design and| 
documented the claim with ex- 
plicit and hard-hitting copy. 

The company is an old timer, 
tracing its origins to around 1830. 
It has been incorporated since 
1891. It makes bronze and iron 
body valves, two-wheel and plat- 
form hand dollies, casters and 
wheels. All these—plus Dart Un- 
ions—are sold nationally through 
distributors; they are serviced by 
Fairbanks’ branch offices and 


FORTWO RICH 


vES | 


AUDIEN 


KPAR-TV adds Abilene-Sweetwater, Texas’ | 


to the K-DUB stution’s TREASURE ISLAND 
COMBINATION — with KDUB-TV’s Lubbock 
market, a double target of over 175,000 
sets! a treasure chest you unlock only with 
the “Treasure Island Combination”. 


stations 


—_ 


KDUB-TV 


LUBBOCK, TEXAS 
KPAR-TY 


ABILENE-SWEETWATER, TEXAS 
KDUEBE-AM 
LUBBOCK, TEXAS 


President and Gen. Mgr., W. 0. “DUB” ROGERS 
Notional Soles Mgr. E A. “Buxx” Hosait 


warehouses in Boston, New York, | 


Pittsburgh and Rome, Ga. 

The company’s president, Alex- 
ander L. Naylor, was elected in 
May ’55, succeeding his father, 
George M. Naylor, who was presi- 
dent until his death in April, ’55. 

The company’s advertising, 
largely concentrated in business 
papers, is directed by Edmund T. 


|Flanagan, vp in charge of sales, 
and Philip M. Fallon, advertising 
manager. 


caster campaign offers a good ex- 
ample of how business paper ad-| 
vertising can be handled effec-| 
tively. 

One of the immediate problems | 
facing the agency when it first 
took over the Fairbanks account, | 
Mr. Cayton told AA, was the in-| 
troduction of the company’s new) 
swivel casters in a way which) 
would build sales in a market 
which is characterized, so far as 
new items of equipment are con- 
cerned, by a degree of inertia and 
indifference. 

Casters are taken for granted, 
Mr. Cayton said. 

“In a market that was quite un- 
impressed with special caster fea- 
tures as such, customers at first 
didn’t see any particular reason 
for preferring ome caster over 
another,” he reported. “With this 
in mind, we decided to use a fresh 
and strong approach, dramatizing 


Fairbank . 


Swivel Casters 


ee oe ee 


= going for four and a half years, | : 


|BIG LITTLE WHEEL—In this ad Fair-. 


trated with a cutaway drawing. 


| vantages of its new caster, illus- 
s The agency is Cayton Inc., New | 
York, which has been on the ac-| 
count for the past five years. Its 
president, William D’Arcy Cayton, | 
handles the account. He says the 


the advantages of the new swivel| carried an offer of an attractive) 


caster, using striking headlines, | 
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along, incidentally, by adding} 
copy on the subject to a lot of our 
truck advertising, thus keeping) 
the story going throughout the in- 
dustrial markets we covered. 

“The central idea of this cam- 
paign, and others created by Cay- 
ton Inc., was a forceful penetra- 
tion theme. We thoroughly believe 
this is sound in industrial adver- 
tising. It was demonstrated and 
continues to be demonstrated in 
this campaign for high grade 
Fairbanks casters and other in- 
dustrial products. 

“Any such campaign, of course, | 
should be kept going for two or 
three years. We have kept this one 


and it has really paid off.” 


the largest volume in the com- 
pany’s history for such an item, 


brochure, describing the line in 


TRUCKS one 
euterd gas tanctes “At 
— 


we TH 


. usefut—Fairbanks Co. pictures var- 
| banks Co., New York, lists the ad-|= Much of the copy in the cam-|ious uses of its caster in ads for 
paign, which eventually produced | other preducts in which the caster 


Se ite 


em 


| is used. 
| which we put the time and effort 
which are always needed in the 


playing up all of the points of! detail and giving a full catalog *t| ccgiieetion of good business paper 


special value in the product, em-| 
ploying color with diagrammatic | 
and cutaway cross-sections and at 
first using full pages instead of 
the half-pages and two-thirds 
pages we ordinarily use. 


® “Results were almost immediate 


and were impressive. Of course 
the company’s fine reputation) 
over the years gave the necessary | 
background to the campaign. But! 
the vigorous advertising with) 
which we told the story in busi- 
ness papers—the story to which| 
previously there had been every 
evidence of indifference—created 
a broad acceptance of the notion 
that here was a caster well worth 
adopting. 

“A brand-new product, it be- 
came the largest-selling caster in 
the Fairbanks line in a matter of 
months after the campaign started. 
We helped the caster advertising 


WHILE WE CROW 


A LiTTLe” 


composition for pharmaceutical 


—you'll be happy you did. 


— “Fudon us, 


A variety of services to meet every typographic 
need is available at Warwick Typographers in St. Louis. 

This unusual organization regularly produces almost 
every type of composition from hand-set reproductions of 
medieval printed pieces to composition on film by photography 
—the newest and most revolutionary method of typesetting. 

Acetate proofs in a rainbow of colors for overlays or 
television, 35 mm. slides set photographically—camera modifica- 
tions of type and Toneline—a method of changing a continuous 
tone photo to line, photographically. Jumbo size blowups from 
machine-set photographic composition or sharp, clear miniature 


Whatever your typographic needs may be, call Warwick 


containers. 


WARWICK TYPOGRAPHERS, INC. 


| 


in 40 States, Canada, 
Mexico and Cuba. 


| 
| Warwick Serves Clients 


Dept. 00 « 920 Washington Avenue « St. Lovis 1, Mo. 


| 
| 
| 
| 


the sizes and types. 

One of these booklets, with a 
first printing of 50,000, was re- 
peated in a few months in similar 
volume. In three years 150,000 
copies had been _ distributed, 
largely through inquiries trace- 
able to the business paper adver- 
tising. Inquiries were promptly 
handled at company headquarters, 
with routine follow-up, and they 
also were forwarded immediately 
to the distributors, for direct 
action. 

A typical piece of copy in the 
campaign, illustrated with a good- 
size “cutaway” photograph of the 
caster, is headed: “Revolutionary 
Achievement in Caster Design.” 
The text runs as follows: 


s “Fairbanks pressed-steel swivel 
casters give you five unmatched 
exclusive advantages: 


“1. No king pin: Eliminates 
major cause of caster failure. 
“2. Lock-Weld construction: 


Lower raceway projection welded 
to top plate. Insures permanent 
rigid alignment. 

“3. Patented leg design: Dis- 
perses shocks and overloads over 
entire ball race. Resists distortion. 
Lasts longer. 

“4. Larger raceway and balls: 
Provide faster, easier swiveling 
action. 

“5. Coined raceways: Insure 
smoother operation. Extra hard— 
improve with use.” 

Smaller illustrations of different 
caster types help carry the story 
of its practical advantages to the 
industrial reader. 

As Mr. Cayton put it: “The 
campaign, like others for our in- 
dustrial accounts, was one into 


| 
|advertising. It was tied in with 
'the right kind of promotion ma- 
|terial, and in a number of in- 
|stances it produced surprising 
|records in the matter of inquiries. 
| The handling of these also insured 
jaction by the kinds of concerns 
|the company was interested in.” 


(© The Fairbanks list for the 
caster, valve and other advertising 
is a flexible one. At the moment it 
jconsists of the following papers: 
| Air Conditioning, Heating & 
| Ventilating; The Contractor; De- 
troit Purchaser; Equipment & Ma- 
terials Reporter; Factory; Flow’s 


Material Handling Illustrated; 
Hardware Age; Heating, Piping 
!& Air Conditioning; Heating & 


| Plumbing Equipment News; Heat- 
ing & Ventilating; Industrial Dis- 
tribution; Industrial Equipment 
News; LP Gas Journal; Mainten- 
ance; Mechanical Contractor; Mill 
& Factory; Modern Materials Han- 
dling; New Jersey Business; The 
Plant; Power; Product Design & 
Development; Purchasing; South- 
ern Industrial Supplier; Southern 
Plumbing, Heating & Air Condi- 
tioning; Southern Power & Indus- 
try; Textile Industries; Textile 
World; U. S. Tobacco Journal; and 
Western Tobacco Journal. 


O'Neill Co. Adds Four 

O'Neill Co., St. Paul, has been 
j}appointed to handle advertising 
for four St. Paul companies. They 
|are Sunset Equipment Co., manu- 
facturer of bulk milk cookers; Na- 
tional Butter Co., butter packager 
of creameries and supermarket 
chains; Bechik Products, maker of 
accessory items to the bedding in- 
| dustry, and Whitaker Buick Co. 


MISSOURI 


have to 


BUY 


Farm 
Supplies 
to get... 


155,000 M 


-|in Circulation, Read by more than 


FAR) 


issouri Farm Families _| 
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Tax Relief Is Key 
to Liquor Industry 
Ills: Brown-Forman 


| 

New York, Feb. 7—The coming | 
year will be no world-beater for 
the liquor industry unless tax re-| 
lief is granted. Without tax relief, 
liquor consumption is likely to ap-| 
proximate 1955’s total of 198,000,- 
000 gals., which was 4.5% over 
*54’s 189,500,000 gals. 

These are predictions by Brown- 
Forman Distillers Corp., Louis- 
ville, producer of Old Forester, 
Early Times, Kentucky Dew and 
King whiskies. In the current issue 
of its “Our Industry in Brief,” the 
company estimates °55 consumer 
expenditures for distilled spirits at 
$4.5 billion or about 1.66% of 
disposable income. This compares 
with 1.70% in °54, 1.73% in ’53 
and 1.88% in ’50. 

The Kentucky distiller predicts 
bonds and straights are likely to 
capture as much as 45% of the 
total whisky market by the end of 
56, compared with 42% in ’55. 

Consumers, the prediction says, 
will become more quality con- 
scious. Packaging emphasis will 
continue. Gift marketing may ex- 
pand to a year-’round basis, and 
decanters, it says, are definitely 
here to stay. 

With increased competition, it is 
predicted, distillers again will in- 
crease their advertising and mer- 
chandising budgets. 


CANADIAN SPIRITS 
VOLUME UP SLIGHTLY 

Toronto, Feb. 7—Beer, wine 
and liquor sales totaled $258,750,- 
000 in the year ending March 31, 
1955—$603,000 more than in 1954, 
according to the annual report of 
the Liquor Control Board of On- 
tario, tabled in the legislature yes- 
terday. More than 82,000,000 gals. 
of beer were consumed. 

Spirits consumed totaled 4,315,- 
000 gals. Wine gallonage was about 
half that of spirits. The beverages 
were in the same order in total 
cost—beer, $139,600,000; spirits, 
$106,500,000, and wine, $12,612,000. 

Ontario customers showed a 
heavy preference for the products 
of Canadian breweries, distilleries 
and wineries. All but $194,343) 
worth of beer consumed was made 
in this country. Imports accounted 
for about 25% of the money spent 
on spirits, and foreign wine 
brought in a little more than 20% 
of total wine revenue. 

The liquor control board showed 
a surplus for the year of $22,835,- 
640. Of this, $5,400,000 was turned 
over to the provincial treasury. 
The rest was used for financing of 
stock and fixed assets. 


‘55 WISCONSIN BEER 
SALES NEAR RECORD 

Maptson, Wis., Feb. 7—Wiscon- 
sin is one state where beer con- 
sumption isn’t taking a licking. 

For the second time, Wisconsin’s 
famed beer drinkers in 1955 
downed the equivalent of more 
than a billion 12-oz. bottles or 
cans of the foaming liquid—an 
average of 280 bottles or cans for 
every man, woman and child in 
the state. 

The tally is revealed in state tax 
figures. They show that Wisconsin 
collected $3,103,976 in taxes at $1 
a 3l-gal. barrel. That much beer 
would equal- 1,025,739,909 bottles. 

Only once before was the bil-| 
lion mark reached—in 1947, when | 
1,039,296,700 bottles went down the | 
hatch. Wisconsin’s beer consump- | 
tion in 1955 was 30,000,000 bottles 
higher than the 1954 total, an in-| 
crease of about 3%. | 

Stronger liquids and cigarets | 
also chalked up consumption | 
boosts in 1955, in comparison with | 
1954. 


= Nearly 22,000,000 fifths of 
whisky, gin, vodka and other hard | 


|State tax revenue at $2 a gallon 


|cigarets went up in smoke during 


|ages for every person in the state. 


liquors were disposed of in 1955—., 
1,000,000 bottles more than in 1954. 


was $8,786,544. About 16,000,000 
fifths of wine also were consumed, 
an increase of 850,000 bottles over 
1954. That brought the state $436,- 
820. ; 
More than 365,000,000 packs of | 


the year, an average of 100 pack- 


An increase of 2.2% above 1954, 
the “smokes” brought the state a 
total of $12,433,563 in cigaret taxes | J 
for 1955. 


NAVA Offers Directory 

National Audio-Visual Assn., 
2540 Eastwood Ave., Evanston, IIl., 
is offering free single copies of its 
1956 directory to audio-visual 
users. “The NAVA Membership 
List and Trade Directory” lists 
dealers by geographical location 
and tells what products and serv- 
ices are offered by each. 


SOME BUNNY—The 
cake makers are 
muscling in on 
the Easter bun- 
ny’s racket. This 
musical carousel 
features Easter 
eggs made of 
cake. It is part of 
the Easter pro- 
s motion planned 

by Russell-Miller 
Milling Co., Min- 
yey reapolis. Olmsted 


agency. 


Mm & Foley is the! 


71 


| Fulton, Morrissey Names Two 

Fulton, Morrissey Co., Chicago, 
has appointed Lawrence Archi- 
‘bald a copywriter and Frederick 
J. Mackie Jr. to its art staff. Mr. 
| Archibald formerly was with Mar- 
tin Co., Chicago; Mr. Mackie pre- 
viously was an art director of 
Foote, Cone & Belding. 


Dennis Names Cook VP 

William W. Cook has joined 
Hugh Dennis & Associates, Jack- 
sonville, Fla., as a vp. He has been 
an account executive of WMBR- 
TV, Jacksonville, for the past six 
years. 


STIVERS STOCK ART /-) 


New Giant Art Handbook 3000 pro _} 
fessional Idea & Copy starting drayr / 

ings ¥ cartoons. Serving rec ry 

Agencies, Natl. Advtsrs. ex- 
clusively. Userssay"“TOPS”. ‘> 
LOW FEES— FREE BROCHURE \\ r 
Stivers Studio+ 57 Main*SonFranciscoS \\y cS) 
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Hooker cells in which chlorine is produced at Champion's Carolina Division 


Champion’s electrolytic bleach plants 
bring you whiter papers at greater savings 


Champion is ‘constantly striving toward greater 
economy of process and product; electrolytic bleach 
plants are one example of those moneysaving methods 
in action. Over a hundred tons of chlorine, the basic 
chemical used in bleaching pulp, is produced daily, 
with by-products of caustic soda and hydrogen. 
Economies such as these exemplify the skill and 
knowledge achieved by Champion—leader of the paper- 


CHAMPION’ PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY bd HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, 
Cincinnati, Atlanta, Dallas and San Francisco. Distributors in every major city. 


Symbol of leadership in papermaking 
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Along the Media Path 


The April issue of Ladies’ Home 
Journal will contain the first 
three-page gate-fold ad in its his- 
tory. The ad, placed by Batten, 
Barton, Durstine & Osborn, will 
be the first of a series for Com- 
munity Silverplate to launch the 
Duo-Chest, a new sales plan. 


e Pittsburgh’s two Westinghouse 
stations—KDKA and KDKA-TV— 
will be under the same roof by 
May 1. KDKA Radio will move 
from the Grant Bldg. where it has 
been for 21 years, to the second 
floor of Building 1 at Gateway 
Center, 


ter control room. 


e The Midwest Farm Paper Unit 
has prepared a brochure based on 
a survey in which nine categories 
of dealers were asked in what 
farm publication they prefer to 


| 


You can forget 
it Now... 


Paurence 


INCORPORATED 
CHICAGO 


Fine Photoengravings 
for 20 Years 
547 South Clark +WaAbash 2-6284 


Are you receiving your free copies of 
“Laurence’s Guide for Photoengraving 
Buyers”? tf not, write or phone today. 


adjoining the television | 
station’s executive offices and mas- | 


see advertising of their merchan- | 
dise. Copies of the brochure are) 
available from the Midwest Farm 
Paper Unit sales offices at 59 E. 
Madison St., Chicago 3, or 250) 
Park Ave., New York 17. 


| 
e Playboy, the magazine for the) 


‘sophisticated young man, is offer- | 


ing advertisers a college merchan-_ 
dising program. Over 1,000 stu-| 
dents, representing more than 400) 
major colleges and universities, | 
will participate in the program. | 
Their main job will be to work) 
with local retailers on special cam- | 
pus promotions. In addition, they | 
will pre-test merchandise, conduct | 
surveys among students and report | 
on campus trends. If you want to! 
find out what kind of man the) 
Playboy reader is, write the ad- 
vertising department at 11 E. Su-| 
perior St., Chicago 11, and they'll | 
send you the report made of their | 
readership by Gould, Gleiss &| 
Benn, Chicago research company. 


e WXIX, Milwaukee CBS outlet, 
is looking for a Miss 19 to help it 
celebrate its first anniversary. The 
station has announced a contest in 
which a local beauty will be chosen 
to participate in anniversary ob- 
servances and act as an official 
hostess for the station in public 
and television appearances during 
the rest of the year. 


@ The News-Star and World, Mon- 
roe, La., has started construction 
on a new building and publishing 


to cost $750,000. Completion is ex- | 
pected about Sept. 1. 


build a new publishing plant and 
office costing more than $5,000,000. 
Ground will be broken next spring. | 


can has introduced a number of packages of Banania, 
major editorial and mechanical favorite breakfast food,” to em- 
improvements. Format has been phasize the impact RD’s French 
modernized and editorial content edition has had in France. Bana- 
enlarged. An improved printing 
process makes typography clearer, 
adds sharpness and depth to pic- 
tures, drawings and advertise- 
ments, the newspaper says. 


phasizes the fact that it doesn’t 
believe in cost-per-thousand by January issue, and is making it 
sending out, not a cost-per-thous- 
and calculator as one network has 
done, but a calculator which cal- 
plant. The construction is expected |culates expiration dates. 


e Salesman’s Opportunity’s Feb- 
|\ruary issue is its first annual di- 
e The Miami Daily News _ will| rectory of direct selling companies. 
The issue contains 104 pages of 
advertising and is the largest in 
its history. 
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,of 8% in total advertising pages 
‘over February, 1955, and an in- 
crease of 33% in four-color pages. 

The February, 1956, issue of 
House & Garden closed with a 
21% increase in advertising pages 
over the same issue a year ago. 

The February issue of Popular 
Science Monthly carries the largest 
|volume of any previous February, 
with advertising revenue of more 
than $312,000. This is the second 
largest issue in advertising billing 
in the 84-year history of this mag- 
azine. 

February marks the 12th consec- 
utive month of advertising gains 
for Esquire. Advertising linage for 
the month was 62% ahead of Feb- 
ruary, 1955. 

The February issue of The Na- 
tion’s Schools carries 169 pages of 
display advertising, more than any 
previous issue in its 27 years of 
publishing. 

A new alltime high in adver- 
tising linage was reached in the 
February, 1956, issue of The Work- 
basket. This issue contained 9% 
more paid display advertising than 
the previous record and showed a 
29% increase over the February 
issue of 1955. 

The January issue of Motor 
Boating is the publication’s largest 
in its history, with 472 pages, of 
which 265 are advertising. This 
is a 12% gain over last year. 


Old Town Elects Tabat 
Exec VP; Boosts Three Others 
Emmett L. Tabat, vp in charge 
of sales and research of Old Town 
Corp., New York, office supplies, 
has been elected exec vp. He 
joined the organization last April 
after resigning as general sales 
manager of A. B. Dick Co. Other 
executive changes include the ap- 
pointment of A.O.P. Leubert as 
treasurer to succeed Borden R. 
Putnam, who resigned as vp and 
treasurer to rejoin Newsweek as 
vp and executive director of its 
international editions. Mr. Leu- 
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RECORD BREAKER—Diamond jubilee classified section—all 76 pages of 
it—gets once-over from O. L. Hurlbert (left), classified advertising 
director of the Los Angeles Times, and Philip Chandler, vp and 
general manager of the Times-Mirror Co. The record-breaking sec- 
tion carried 183,000 lines and did not contain any directory, promo- 
tion or congratulatory copy. Sold by regular staff during two weeks 
preceding Jan. 8, the section represents “the greatest volume of 
classified advertising ever published in one edition.” 


es mc Rae 


@ The New York Journal-Ameri-|e Reader’s Digest sent out sample 


“France’s 


nia’s manufacturer credits Read- 
er’s Digest with most of the break- 
fast food’s sales success. 


e The Boating Industry, St. Jo- 
seph, Mich., has made reprints of 
some of the important statistical 
data on the boating industry in its 


e American Broadcasting Co. em- 


available to anyone who requests 
it. Reprint includes an article, “A 
Psychologist Looks at the Boating 


ali 
(ry 


CANADA'S No. t Test Market 


The London Free Press 


@ A PURE MARKET 


London is a one poper market unaffected by the circulation of out- 
This market is covered by 9 editions doily which 
offers wide opportunity for testing rural or urban markets separately. 


side newspopers. 


@ A CO-OPERATIVE MEDIUM 


Through the co-operative advertising department of the London 
Free Press, you may add a “crispness” to your test campaign by 
stock checks, dealer tie-in advertising, sales promotion support and 


split-runs. 
@ CANADA'S SEVENTH MARKET 


Whether it be for a test campaign or as part of your national effort, 
the London Free Press is the only medium completely covering 
Canada’s Seventh Market. Look first to this 


results! 


Ontario’s Largest Daily 


Circulation Outside Toronto 


94,436 — Publisher's Statement, March 31st, 1955 


bert will continue as secretary of 
the company. Don Lundberg has 
been named assistant to the exec 
vp, and William Dickneider has 
been appointed assistant vp. 


Western TV Names Robinson 


Martin J. Robinson, a longtime 
associate of tv and motion picture 
film executive Matthew Fox, has 
been named exec vp of one of the 
|Fox enterprises, Western Televi- 
|sion Corp., a subsidiary of C & C 
'Super Corp., New York. 


EDITOR HONORED—Ed G. Gavin, ed- 
itor of American Builder, was pre- 
sented with the first Distinguished 
Service Award ever given by the | 
National Assn. of Home Builders | 


to a non-builder member. Earl w. | BX1IO GLOSSIES 


Smith (right), retiring president 
of NAHB, made the award. 


FOR NEWS RELEASES 
Industry” by Ernest Dichter, pres- PUBLICITY - PROMOTION 


|ident of the Institute for Motiva- 
tional Research. 


e The second annual Milwaukee | 
| Sentinel Sports Show Junior Rifle | 
|Championships, co-sponsored by | 

the Sentinel and the Sporting) 

Arms and Ammunition Manufac- | 

turer’s Institute, will be held in| 

conjunction with the 16th annual 

Sentinel rifle classic, March 17-25, | 
jin the Milwaukee Arena and Au- 
| ditorium. 


e The Columbus Dispatch is 
building a new, three-story press 
and mechanical building at the 
rear of its present building. 


© Department of New Laurels: 

| Coronet has just closed its big- 
|gest first quarter in history. Ad- 
vertising pages for the first three 
months of 1956 are 30% over the 
|same period last year. 

| The February issue of Redbook 
Magazine shows a linage gain of 
|27.9% and a net revenue gain of 
London | 32.8% over February a year ago. 

, Cleaning Laundry World begins 
Ontario 1956 with an increase of more than 
|12 pages for the January issue. | 
| The February Seventeen will set | 

an alltime record in total dollar 
| volume for a February issue. In 
addition, the issue shows a gain| 


a 7 


for 


Newspaper 


From your negative, photo, or artwork 


Helpful brochure on preparation and 
uses of glossy photoes for advertising 
and publicity. Write Dept. 8. 


SUperior 7-82e8s 
119 W. Hubbard St., Chicago 19, tit, 


NEWSPAPER 
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Advertising Age, February 13, 1956 


Carr 


FOOD TASTER CARR—When McCall’s held a sales conference in a New 

York hotel for its people from all over the country, one room was 

set aside for food—linage and recipes. Here’s Bill Carr, vp and ad 

director, sampling the edibles. The nonchalant lookers-away are 

Don Bach, editor of McCall’s supermarket buyers’ pocket letter, 
and Des Dardenne, store relations manager. 


P&G ‘Defends’ Its 


age at the time the fluoride was 
added will not receive the maxi- 
mum benefits from it. Further- 


Crest Toothpaste 
more, there is no evidence that 
After ADA Attack ‘anyone over 12 years of age at 


CrncinnaTI, Feb. 7—Procter &|the time the water is fluoridated 
|Gamble late last week prepared Will receive any benefit whatso- 
an answer to the American Dental | ever. We believe that Crest tooth- 
Assn. statement on the inefficacy paste, containing stannous fluoride, 


dren who were over six years of! 
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ager of the New York Post, has 
been named advertising manager 
of the Woman’s Home Companion. 
New York. The Companion also 
named Earle G. Truax, formerly 
director of special sales activities, 
to the post of associate advertising 
manager. 


Modern Picture Moves Offices 


Gannon, ‘N.Y. Times’ 
Ad ‘Censor,’ Retires 


|Co., Boston. 


|New York. The Old Mr. Boston 
|account is handled by Rheingold fluoride deficiency of the water 


of fluoridated toothpastes (AA, 
Feb. 6). The statement is 
given to anyone who asks for it, 
although it is not for general re- 
lease. It reads: 

“Procter & Gamble at no time 
has stated or inferred that a 
fluoride toothpaste was a substi- 
tute for controlled fluoridation of 
a community water supply. The 
evidence supporting the benefits 
of fluoridated water in preventing 
tooth decay is certainly impres- 
sive. The fact of the matter is, 
however, that there are still many 
millions of people who do not have 
access to fluoridated water. 

“Even in areas where the 


|supply has been corrected, chil- 


New York, Feb. 7—Joseph W. 
Gannon, chief of the advertising 
acceptability division of the New 
York Times for more than 23 
years, retired last week. He is) 
succeeded by D. V. Redding. 

It was Mr. Gannon, who joined 
the paper in 1927, who was the 
final arbiter of what the Times 
thought was fit to print, at least 
as far as advertising copy was 
concerned. Several thousand pieces 
of copy a year were revised, re- 
worded or rejected by Mr. Gan-| 
non and his staff. 

Mr. Gannon’s approach to the 
copy censorship problem—which 
includes “conservatism but not 
prudishness”—was summed up in 
a speech he made before the Na- 
tional Editorial Assn. 
® “The application in a newspaper 
must fall under the heading of 
public service that a newspaper 
renders. It is through sincere and | 
unfaltering application of stand-| 
ards of acceptability that a news- 
paper protects its readers from 
the fraudulent, the misleading and | 
blatantly cheap, and protects its| 
advertisers from unscrupulous and | 
unfair competition by deceptive 
advertising claims.” 


= Mr. Gannon recalled several | 
years ago for AA a number of in-| 
cidents in his professional life. | 
Like the one involving a night) 
club which wanted to run some) 
questionable copy. “Fifty of the) 
hottest girls this side of Hell,”) 
the ad said. Mr. Gannon’s treat- | 
ment saw it appear in the Times | 
as “Fifty of the most alluring 
maidens this side of paradise.” 

An underwear ad described the | 
product as “naughty—but so nice 
to your figure.” The Gannon ver- 
sion “Paris inspired—but so nice 
to your figure.” Perfume copy that 
said: “. .. to insure good hunting, 
good fighting, good loving.” Mr. 
Gannon, who said his blue pencil | 
was “reasonably flexible,” revised 
that last to “good living.” 


Mr. Boston Ad Gives 
Kudos to Competitor's Vodka 
Mr. Boston Distiller Inc., Boston, 
is using spreads in 17 liquor pub-| 
lications showing a competitor’s | 
product—Smirnoff vodka—with an | 
illustration of Old Mr. Boston vod- 
ka. Copy states “a Smirnoff bottle 
well deserves a place in an Old) 
Mr. Boston vodka advertisement— | 
even though there is no business | 
connection between the two com-| 
panies. For the phenomenal new | 
demand for vodka is without ques- 
tion largely due to the sound pi- | 
oneering efforts of the distillers of | 
Smirnoff.” 
Smirnoff vodka is produced by 
G. F. Heublein & Bro., Hartford, 
Conn. Its agency is Lawrence a 


Gumbinner Advertising Agency, 


will be of great benefit to these | 


| groups.” The Chicago division office of 


|Modern Talking Picture Service 


Ziv Sets Promotion Budget | Inc., national distributor of tv and 
| Ziv Television Programs, New >usiness sponsored films, has 
‘York, has announced a “general|™oved to the Prudential Bidg., and 
promotion budget” of $800,000 for| Modern’s regional 16mm film lib- 
(1956 to publicize its shows with|T@ty has moved to new quarters 
audiences and to sell them to sta-/4t 216 E. Superior St. Modern’s 
tions and sponsors. This figure Chicago television office will re- 
covers business publication and di-|™ain at 420 N. Michigan Ave. 

rect mail advertiing, ‘sales pres-| 
entations, promotion-publicity kits 
for sponsors and “enthusiasm” kits 
to help the show build a following 
among the advertiser’s employes. | 
| Ziv does not have an agency. 


‘Companion’ Names Berkowitz | 
Mortimer Berkowitz Jr., for-| 


| merly national advertising man-| 


Métal Market 


American 


. carries more advertising 


ily, weekly or monthly 


than any other do 


publication in the metal-working field 


ASK US WHY! 


18 Cliff St., New York City 38 @® 


Big advertisers, small advertisers ...note this! 
Every weekday ABC-TV’s exciting, new “Aft- 
ernoon Film Festival” (3-5 EST) gives you 
more big-name entertainment for your money 
than any other show on television. Here are 
some of the stars you get at the new, low, day- 
time rate: James Mason, Stewart Granger, 
Jean Simmons, David Niven, Robert Morley, 
Deborah Kerr, Mai Zetterling, Alec Guinness, 
Michael Redgrave, Paul Lukas. Here are some 
of the modern, top motion pictures: Broken 
Journey, Always a Bride, The Cruel Sea, 
Hungry Hill, The Adventurers, The Inheri- 
tance. When you get all the facts — buying 
plan, rating potential, frequency discounts — 
you'll agree this is TV’s most exciting partici- 
pation buy. 


7 West 66th St., New York 23, N. Y., SUsquehanna 7-5000 
20 North Wacker Drive, Chicago, Illinois, ANdover 3-0800 
277 Golden Gate, San Francisco, UNderhill 3-0077 


| abe television network 


, 


ae 


= 
i oh ies 
en 
\ a 
: ae ro Be “—_e : 
ae 1p = 
—, : Wee | 
} | aoe } ee 4 
| ” 
pis 2 aT 7 
4 
% 7 3 F : & 
a ¥ : ' ; 
- : i : 7 
+ 4 " 4 fr 
: ’ 
j  s a “ t % 
; z 7 - 4 ; " 
a o 4 4 
¥ . eS, ; 
ce gS —¥ ma 
2 * Pt i 
- NI : | 
dine i pod = 
. @ ; as | 
% ‘ : - ¥ 
| a ay | b 
} Dardenne 
ee ; 
| 3 
he 
es een) a8 i 
: pe * 
Po | 
hn 
é ; —_—$$—$ 
oy eee ie ce ake ie I oS 2 . se sin 
et? ‘See ee ee ae “as ee a aoe ; 
see: ‘4 eS pa! & tor - ee 24 * cad ae = Ae 7 rete aa al * 
Oo Oe anes Ss ae cae . _ ete Pe ati ep ak ae if). eee i i 
oo a ; = oe sie: : ee 4 AAP ce og oe ee ee - 
to : oe fire ete ec Baars fo : 5 
x ts Py ? Sige nome 2 aaa ab oa ia, ie Ch an er ti : 
LS Pt ft os te) ae Pee. sige Naan yf a) < 
wee Poem nS Be ae Soe CLs Fs, ae 5 LS za 7 
mes ke Bee wks ee oe aoe at Sia ee ae ia = y = : 
rae ee Pe a ae ae ers — Je 
ston, eas a oT ae Pee i. Sg er a Ao: ae Paps 44 i 4 : 
eas ete aa, Be aie a ee ae ok ye 14 tag 
iy eee ee | ae ae a 2 
ae pe eee) ska ee eee) a a ee et os, 7 é 
oh eee ae Re ee ie a ae ae aM , ee re ~~ * ; 
eat! 5 : ae q Sige os Bi : 
Bie ey a eee e 
0 GE ee ana 4" ea oe 
ee 2 aie: Pe 
nx es eee * : Con -anie | P Y ee 
Teoh 2 ae Be SNe: see +. Soe = 4 ee We 
bi eee ae aN rec ce oe | age oe — 3 as ms 
( aera Pye ag “as ee | Ae ee 3 bi sa 7 
~ : cove. i 2 _ ak Oe eee 2 oe “4 
; iGo {ore ame ea 2 ie = J as mt an ieee rd me a 
Ae. in. beet eee ees Pe: hi nat! i 
| ve : Si x a Hees aes Se wee “ephcar® i, 
an cm a — 2 
{ fi a oes ; es a 5 ; Seas 
f ie es at b 
| Ha oe ; . aaa 4 
ty So ee mie* ia: f aa S aa 
‘ Eee a 7 > - ies 3 ts + 2 : ; 
eo Soe eEy cea Ak ee a en eet ee ha & ee 
cee ee ce ey oa hip oe tae . 
eee: aa ee OO Ck eee > oe 
. are ae * : ie a co. pis SA oat (a ea oS Pee Oe 2 sae sit 
; ne ny : ae ee eee he aes , a ae t 
7 ptr e a ae oo eae 3 ae ae Ge. 4 
; ae ee ee Bs a oo 
<4 =| foie pon i, > re 
u . Se ‘ - Z et he 
Re jr Se P igen : : i amin ; 
ae saa oY. ‘ gee - 5 : jak ; 
ae : Bie es ah A Meee? os as ae a ae tia 
ee : Pe og ee eee ee 4 aint ek a ; an Fy 
oe “ei rl ee SMe foil ne Sr cate E S| aa ‘ i 
me. te rsh on BO ce mat Bac lage ee a me ay , 
Rear a ee vee: ie ee a 
| (cea Bet ; se x. Qe oes ‘ 
i bes! ts ae g fe . Pee : i ie ra 
Bi At 4 Be come 
I Tee, Gatien 4. : Poe aothies o2 
A. ie mae fg Pie eo ‘ te es a. ie © 
salt a. oes rn a Rep hhc’ pS on ee ee oe 2 § Seen 5 
coo ce ae ae Lvas re: oe) 2 ee We " ae. . i 4 
ce he oe a oy ee Me tae I sé eae 7 at aS 
Me a co ee i Sa og ieee i. oe 
WS ie es ie 4 The > 4) 350 fon alee 2 eee a cis Vee 
' = . a es ee ae a Mee eS hac’ sa yeaa . ‘ eee 1: a 
jee - ere TS ES fi ‘ 
ciel > ae, gear mee Se ee i ote 2 tae P : 
gers : fees eee ee eee Ps: om 5 ee : 
a ee ee es ge ie : " eo + 
ees, “a ee = } ie i 
ager - re ee a ae es , 
; es on Bee <: )  s ; Be Sl 
anf: oe ae. “ee ae es 
; re ‘ame hanes cag ame ns ae  s Ree cee : 
| eae fee oP a ae OS eee ; see je 
ad MANS, he te aoe eee Ay tee ¥ afi 
: ae Ke teres iG ie 3 ba. ae nat ‘ ae . 
; fag gee - ‘Ee a hicks en eae any, ae bes Sut pi 
| ae ae Beek oe ae. a 2: i a7 a | ‘ea [ 
; er & i: ae es es Gt. ie i ae = Pris id 
aw ae oe aS oer BS ake re ee ae 
SO , Meee eee ie Bee Be) — oe i" 
a % | Eas cers oe ss a Eee | eS oe ; 
» eg : aes ee eee Se. cee aa © eee ih ee 
a6 = ¥ aie i ne aa a ie a es 
; ae i ead * eam , Shae og : 
| See eet S, : : fart t 
ee 2 — — . 
apr :§ Sgeael ae 7 ; 
ae a ate : : ae ; 
es Ee ier. | 7 aaa ae ‘ ae ney 
Pee ae ‘ :: es ' ' be ; ee cae 
} Soe eae - cae ee - Sie: mE al Fic a, 4 
ges es Pica Je ean oo Seales ae ol iar ea a se SS ae a ae aos Saeco. 
Sa. ; Bhd © Seer aie Ore B a Who er og 
Sake ys ie tk oan . a ant? 4 J) 2 FR gee g 
so a he ee ——aae S| a =) eae’ ‘ 
. ce tare ea ae ee goles x gi 
ae on Bs aa a — - 
De ee Es pagal ; 
So i Speers ce ee 
Pa reed ee - 
er POS 2 ae = She 
B= =) ris Hs, oe : ee Sl 
ey am ae ee “ee <i ae ae = ae fer? ; a 
Ee ee Pao ate ee eee ee a 7a a 
ne Rites: : LNG 2 ee eet Sle alii ae ete | | i ae i = ‘ 
—, ae eet, Sol ane = oe) fe See 8 
Gem ey a == ae Set re, ae 1 ee ete See 3 
ai - ee, + a, ae ee TN. ei ey Pah 
4 (Cees aie is oe awe as! ic : «. 
ee eae oe ——_— a poe Fe ‘ 
ey aCe. +. aes Sa pp : Se 9 ond 
Pane 6 4 ee é : ee 
ee ; re 4 Re 
+ si . see 
ey ve a <o4 Br a 7 x 
ue . } : ‘s é { : a * ; 
aa ae Besos 4 eg $ 5 ‘ ie a fa 
i ae 2h ¢ Si eae ~ e ‘ 
ae cS ees | weed a ee aS Ae eer : 7 os * 
ee ge a - aes a ee ee : : 7 : 
meee / ie Ce a7 ee ae i bo 
5S: ae =a A i, nS a ieee seeeia ies: 555)" “e 
ok Soe ae . i: lies oe ee <a are See 
| oS ee i eae te he 
eS aca ia ee 2 gee Be: ee i ae - : Mi , 
a a ae Oe eee y a 
ee. 25 Se ae > Se Fe eee: ao Pi vs hi 
ae ae es oy Se 8 ees nod “a :. 
- hn RE bates 2! ‘ : Meee eee Ks ap 
4 Ae eS your: st, #10 Khdwards — oe i 
& Pak an ees Bai Risen UTES © a 
. OE) age ee Fer ea ies - See i 
; . i os “ag ” 7 age a: mot iy Pe. : te ee ” " Fe 7 e 
ee en id ae oO a me ‘ 
_ See oe | 2 eee aie ee ralees _ a aa 5 : uF 7 
Bee hed es ee von ay 
| a ae Seas eo et, a i aah f 
ee) ae - eee: a ee sce | 
/ Be i 2 ; Re, _ ee es or Se 
Pe a cia ee ee : sh : ; 
: ES. ay, 
r = t = F Bt, 
es . pliant ‘ 2 
a ee r r : - 4G nea Gr lhe yak Fe Re Se eo es & ; 
hal “2 See : i eh et eer a ee ee lie : a : ie —_ E 
- er) bie gos ch ae ae sy a > Ser ’ E hoe bert par 
a ie Pe iat J ae. ae; a ne a Py ibe a as ee y 
ar. is oe Cape, ie as . fy Me ees rhe ea 
Bs . eS 


74 


Cooper's Names Wilkerson 
oe A. Wilkerson Jr., ‘oaner-| SAUFON Returns to 


ly with the executive staff of Amos | National Media for 


Parrish, New York retail and mer-| 
chandising specialist, has been) Institutional Drive 


named vp in charge of merchan- 

dising and marketing of Cooper’s|; Geneva, N. Y., Feb. 7—Shuron 
Inc., Chicago, men’s apparel man-| Optical Co. is taking monthly half 
ufacturer. The post is newly | pages in The Saturday Evening 
created. | Post to instruct the public in the 
|importance of periodic eye exam- 
|inations and proper eye care. 

| “Good eye care doesn’t cost—it 
pays!” is the theme of this insti- 
tutional campaign, which advises: 
“See your optometrist or ophthal- 
mologist at least once a year—and 
see better.” The forthcoming ad, 
scheduled for Feb. 8, will stress 
'the point that “eyestrain is an 


PERAITORIAL CHTERPRYp 


city, MEVAGA 
Largest Weekly Paper Ip 
The Entire American West? 


(ABC Audited Nes Secertoes) 


Designed by Raymond Loewy 
oa — Produced for 
CANADA DRY 


MEYERCORD 


The New Canada Dry 
DECAL WINDOW 
VALANCE PROGRAM 


BEVERAGES 


A decal store window valance program carries 
your message directly to the point of sale — 
and the advertising space is yours without 
cost. Designed by Raymond Loewy, this new 
Meyercord-produced decal program is complete 
. . . including pictorials of seven Canada Dry 
products, an ample selection of store privilege 
panels, strong emphasis on the new Canada Dry 
shield . . . plus an over-all planned pattern for 
decorating any shape or size store window. The 
new decal valance program ties in with Canada 
Dry’s truck signs and other advertising media. 
Whether your requirements call for a simple 
spot window decal sign or a 
full fledged decal window 


eeeeresesenece age 
Privilege [ToT iiitiiyete) ~—svailance program. .. it will 
Panel Ledeen eseeseenees h f 
Prttittitsstigty ~—sé Pay you to get the full story 
ee +434, on Meyercord’s complete 
W+4++4+ +44 . . . 
Seassess art, creative, engineering 
MEATS eepoeee and production facilities. 
aie mee Meyercord, the world’s larg- 
“ ’ 
ee peg te pee , est decal manufacturer, can 
or the eyercor sor e 
book _ just request it on your | do the whole job better! 


Drop us a note today! 


letterhead. 


THE MEYERCORD co. 


Wnldli Lergest Decabeomania Manufacturers 


| 
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MIRROR, MIRROR—Half-page ads like 
this one will appear monthly in The 
Saturday Evening Post, “presented 
as a public service” by Shuron Op- 
tical Co., Geneva, N. Y. Copy asks 
if your mirror warns “that faulty 
vision is leaving its telltale marks.” 


enemy of beauty and health” and 
will recommend a yearly eyesight 
examination as “the best beauty 
treatment you can buy.” 

This is the first time in 20 years, 
except for a brief venture in 1947, 
that Shuron has used consumer ad- 
vertising. The company hopes that 
state associations will develop sim- 
ilar eye care campaigns at the lo- 
cal level. 

Moser & Cotins, Utica, is the 
Shuron agency. 


Jocelyn to Buchanan-Thomas 

Glen Jocelyn has been appointed 
creative director of Buchanan-| 
Thomas Advertising Co., Omaha. 
He formerly was a vp and crea- 
tive director of Erwin, Wasey & 
Co., Earle Ludgin & Co. and Sher- 
man K. Ellis & Co. 


Earnings of 


Advertising Age, February 13, 1956 


Advertisers 


1955 Fiscal Year 


over three-year period starting in 1958. 


Earnings 

Sales Earni per share 

Company 1955 1954 1955 1954 1955 1954 

Avco Mfg. Corp. .... $ 299,332,434 $375,405,820 $ 758,311 $ 3,639,436 $ 05 §$ .37 

Budd Co. : .. 316,572,778 244,013,101 *°13,790,578 6,292,424 334 1.60 

eS fer 94,848,841 92,350,901 902,830 °—549,252 ll _ 

Celotex Corp. ........ 71,136,590 62,257,623 5,081,643 3,202,649 5.49 3.35 

Cherry-Burrell Corp. .. 33,189,290 32,803,976 1,115,737 668,496 2.04 1.05 

Dresser Industries Inc. 164,761,634 157,011,053 10,365,542 9,660,031 5.15 5.05 

Eagle-Picher Co. 114,480,080 83,233,880 5,004,062 2,446,829 5.06 2.47 
| Emerson Radio & 

Phonograph Corp. .. 87,383,028 80,559,994 2,468,063 1,884,976 1.28 97 
Foote Bros. Gear & 

Machine Corp. 19,500,159 22,264,822 894,158 864 2.18 2.14 
Granite City Steel Co. #116,294,000 69,265,000 “12,611,000 4,012,000 6.05 2.04 
Hammermill Paper Co. #34,461,000 27,980,000 2,771,214 1,637,379 3.10 1.93 
International Harvester 

i eebaaedccnvade 1,165,784,841 994,074,204 55,501,272 36,303,833 360 2.24 
Koppers Co. ......... ©230,261,130 188,305,241 °10,414,877 6,125,329 492 2.77 
Liggett & Myers 

r. ee 546,964,616 548,861,959 26,720,972 22,201364 646 5.30 
2. eae #434,602,000 39,786,000 °4248,161 1,521,349 .05 i) 
John Morrell & Co. .. °336,053,082 306,773,695 2,712,589 509,061 3.37 64 
New York Central .... °762,666,.356 708,729,962 52,283,814 9,187,509 8.03 1.42 
Rayonier Inc. ........ #142,500,000 86,938,652 «15,900,000 11,866,016 286 2.05 
Reigel Textile Corp. .. 86,297,424 71,006,168 1,585,566 1,342,778 3.52 2.90 
St. Regis Paper Co. .. */257,000,000 200,090,143 «/19,000,000 14,930.489 295 2.62 
Sutherland Paper Co. .. #57,301,747 54,040,037 3,512,204 3.876813 3.30 3.81 
Universal Pictures Inc. .. 77,520,857 77,887,688 4,018,625 3,797,688 3.71 3.58 
Gar Wood Industries . 29,909,576 30,467,640 °—793,549 °—825,096 — i 
*-Preliminary report. 

-Includes sales of Continental Diamond Fibre, acquired in mid-1955. 
©-Net loss. 
«-Exclusive of $1,072,000 unconverted Japanese earnings, loaned to the government, to be repaid 


*-Increase due partly to acquisition of new units late in 1954 and John J. Felin & Co. in April, 1955. 
‘-Includes three companies acquired during the period. 

0-Includes sales and earnings of Fort Orange Paper Co. for Nov.-Dec., 1955. Earnings reflect the 
60,000 shares issued in acquisition of Fort Orange. 


Philco Supplies | 
Methods Data in | 
Anti-Trust Probe | 


PHILADELPHIA, Feb. 7—Philco)| 
Corp. has secretly furnished the) 
Department of Justice with in-| 
formation on the methods and re- 
sults of the company’s 1954 mer-| 
chandising operations. 

Judge Thomas J. Clary, in U. S. 
district court, confirmed the fact 
that he had approved an agreement 
between the government and Phil- 
co not to make the information 
public at this time. 

The information includes an-. 
swers to a set of 18 questions the 
government asked Philco last De- 
cember for possible use in an anti- | 


be kept confidential. 

Other information being sup- 
plied the government includes 
names, addresses and territories of 
distributors and _ retailers who 
signed the 1954 agreement. 

The government charges the dis- 
tributor contracts were in restraint 
of both foreign and domestic trade. 


Hixson & Jorgensen Adds 4 
Hixson & Jorgensen, Los An- 
geles, has been appointed to han- 
dle advertising for four new ac- 
counts. They are Cobblers Inc., 
Los Angeles manufacturer of cas- 
ual shoes; Tabak of California, Los 
Angeles maker of women’s sports- 
wear; Robert Co., Los Angeles pro- 
ducer of Smoothedge carpet grip- 
per, tools and accessories and 
Easiquip carpet handling and stor- 
age equipment, and Red-E-Crete 


trust suit. The suit would nullify|;,.. Glendale and San Diego, 
Philco agreements made in 1954) maker of pre-mixed cement prod- 


| "Medical Digest’ to Kimball 


| Medical Digest, Winnetka, IIL.) 


has appointed Maurice A. Kimball 
Co., Los Angeles and San Fran- 
'cisco, its advertising representa- 
tive. 


with its distributors. 

Under normal circumstances, the 
answers to the 18 interrogatories 
would be filed in court and become 
part of the public record. 

In some cases, however, where 
information supplied might prove 
to be a disadvantage to the party 
supplying it in meeting competi- 
tion, the court permits impounding 
of the replies. 


s Frances Ballard, a Philco at- 
torney, explained that many trade 
secrets are included in the an- 
swers and asked that the replies 


| ucts. 

Loftus to Bennett & Northrop 

| Russell Loftus, formerly an ac- 

count executive of Young & Rubi- 
cam, Montreal, and James Thomas 
Chirurg Co., Boston, has been ap- 
pointed director of marketing of 
Bennett & Northrop, Boston. Mr. 

| Loftus also has been acting head 

| of marketing at McGill University. 


| 

| Management Co. Moves 
Management Associates of Con- 

necticut Inc. has moved to 26 Sixth 

St., Stamford. 


p-—-—-—--—-—---------- oo 


Saving over 400 National Advertisers 75% of the cost of duplicate engravings 
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Chelf Bernard Kurz 
BOFA PRESENTS—Studying an exhibit at the Newspaper Advertising 
Executives Assn. convention, Chicago, are Gordon F. Chelf, adver- 
tising director, Philadelphia Inquirer; Donald M. Bernard, adver- 
tising director, Washington Post & Times-Herald, and Walter C. 
Kurz, advertising director, Chicago Tribune. The exhibit was spon 
sored by the Bureau of Advertising, ANPA. 


Montreal Bank Sees Canadian 
Economy Hitting $36 Billion by ‘66 


MontTrEAL, Feb. 7—A population|children at an earlier stage of 
of 19,000,000 and a gross national marriage and produce an increas- 
product of $36 billion for Canada | ing number of children per family. 
by 1966 is forecast by the Bank of Since 1946, the number of births 
Montreal in its January business | recorded annually in Canada has 
review. risen from 330,000 to 440,000. 

The bank publication notes that | 
since the end of World War II,|# The changes that have taken 
the population has jumped almost | place in the past hold important 
30%, “an increase equivalent to/|implications for the latter half of 
five cities the size of Toronto,” |the next decade, the bank states. 
and that the physical volume of | In the early 1960s the civilian 
national output has risen by more|labor force may be expected to 
than one-third. | grow at a considerably faster rate 

(as the children born in the high 
® The review indicates that by | birth rate period of the late 1940s 
1965 the population may be ex-|begin entering the working age 
pected to increase by 22% over | group. 
last year, while the gross national| With the annual addition to the 
product might rise by 38%. ‘labor force promising to be no 

Tracing the growth of Canada’s | 8reater in the next five years than 
population during the postwar | it has since 1946, there may well 
period, the bank observes that the be a relative shortage of labor, un- 
relative prosperity of the Canadian til the early 1960s, which would 
economy has not only attracted |be relieved only by a further sig- 
immigrants at the rate of 117,000 | nificant shift out of agriculture 
a year, it also has induced people | into other occupations, the review 
to marry at a younger age, have Concludes. 
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Gumbinner Urges 
More ‘Realistic’ — 
‘Fragrance’ Ads — 


New York, Feb. 9—Fragrance 
advertising today is volume adver- | 
tising. It has budgets to spend and | 
is no longer confined to high fash-| 
ion publications, but can afford to 
use all mass media, Paul Gumbin- 
ner, vp of the Lawrence C. Gum- 
binner Advertising Agency, told 
the Cosmetic Industry Buyers & 
Suppliers here today. 

“I wish I could toss at you com- 
plete statistics about the total 
amount spent for fragrance adver- 
tising,” Mr. Gumbinner said, “but 
it would only be a guess. 

“However,” he said, “the 50 top 
advertisers in the field spent al- 
most $6,000,000 in national mag- 
azines alone in the first 11 months 
of 1955. Add to that the month of 
December, traditionally the heav- 
iest of the year. Add to it news- 
papers all over the country. Add 
to it the astronomical costs of tv 
network shows, tv spot campaigns 
and radio. And top it all with co- 
operative amounts spent with the 
stores. The total? Your guess is as 
good as mine. 


® “Today,” Mr. Gumbinner said, 
“perfume advertising—and that 
word ‘perfume’ should be amended 
to ‘fragrance’—is basically the 
same as advertising for autos or 
aspirin or breakfast foods. 

“It works with every modern 
tool—surveys, tests, motivation. It 
strives for immediate results, not 
long range prestige. This season’s 
campaign is for this season, not for 
the future. Enchantment for en- 
chantment’s sake has been re- 
placed by reason-why for sales’ 
sake. 

“Fragrance advertising goes far 
beyond the preparation of maga- 
zine ads, or radio and tv commer- 
cials,” Mr. Gumbinner said. “It 
reaches to store levels—the retail- 
er’s own ads, displays, mailing 
pieces and catalogs. It guides the 
demonstrator’s approach to her 
customer and gives her the gist of 
her spiel. It takes in publicity in 
magazines and newspaper beauty 
columns. 

“On occasion, it has even encom- 
passed the hiring of balloons, to 
shower a city with samples. 

“Today’s perfume advertising,” 
Mr. Gumbinner said, “is hard- 
headed and realistic. It has to be, 
to compete for the consumer’s at- 
tention and dollars. But it’s not 
hard boiled. Packages must be 
pretty, fragrance is glamorous, and 
emotions play a big part in open- 
ing the purse-strings.” 


s The Gumbinner agency, which 
has been associated with the per- 
fume industry and has handled a 
number of advertising campaigns 
for cosmetic houses in the course 
of its 3l-year history, numbers 
among its current clients Beauty 
Counselors Inc., Bourjois Inc., A. 
Breslauer Co., Parfums Ciro Inc., 
and Sutton Cosmetics. 


New Company to Buy, Run 
TV and Radio Outlets 

A new company, Transcontinent 
Television Corp., has been organ- 
ized in New York to buy and oper- 
ate tv and radio stations on a na- 
tionwide and international basis. 
Paul A. Schoellkopf Jr., chairman 
of the board, said the new compa- 
ny will “purchase, erect and oper- 
ate radio and tv stations. ..when- 
ever economically attractive op- 
portunities present themselves.” 

President of the company is 
David Channing Moore, formerly 
with International Business Ma- 
chines Corp. Mr. Schoellkopf is 
also a vp and director of Niagara 
Share Corp., Buffalo, an invest- 


ment company. 


ELMER D. FREE, who formerly oper- 
ated an agency under his own 
name, has joined Joseph Katz Co., 
Baltimore, in charge of new busi- 
ness. Mr. Free was advertising 
manager of the Baltimore News- 
Post and Sunday American before 
entering the agency field. 


Du Pont Enlarges 
Consumer Campaign 


for Orlon Sweaters 


Wi_mincrTon, Det., Feb. 7—E. I. 
du Pont de Nemours & Co. will 
continue heavy spring and fall ad- 
vertising for Orlon sweaters in 
1956, after testing a national con- 
sumer campaign last year for the 
first time. 

Using the same theme, “The 
Sweatered Look,” Du Pont will use 
Life and Mademoiselle to kick off 
the spring campaign. This will be 
followed by insertions in Seven- 
teen and in Sports Ilustrated 
(men’s sweaters). 

The campaign this year will be 
expanded with a children’s promo- 
tion for Orlon sweaters to run in 
Good Housekeeping in March. 

The same magazines also are 
being scheduled for the sweater 


| promotion 


75 
in the fall, but with 
considerably more space. A total 
of 37 ads will be used in the na- 
tional consumer magazines. 


® DuPont this year also will go 
into the mass consumer books for 
the first time for its Orlon and 
wool bleuded yarn used in the 
knitting of jersey. A i6-ad pro- 
gram is being completed, involv- 
ing the illustration of dresses, 
blouses, skirts, and children’s and 
men’s wear made from such jer- 
sey. This program, using the same 
magazines, will supplement the 
Orlon sweater drive. 

The theme for this drive will be 
“Jersey Goes Modern.” 

The company will back up the 
ad drives with exhibits at 25 trade 
shows, plus a heavy direct mail 
campaign and a large schedule of 
trade paper advertising. 

In retai] promotion, DuPont will 
concentrate on 200 leading depart- 
ment and specialty stores in 50 
markets. 

Batten, Barton, Durstine & Os- 
born is the agency. 


Gammon Associates Bows 
Roland Gammon Associates, 270 
Park Ave., New York, has opened 
its doors as the country’s “first in- 
dependent religious public rela- 
tions office.” It specializes in pro- 
motional and writing programs for 
churches, colleges, foundations, 
publishers, inter-faith groups and 
international businesses with a 
special concern for world peace. 


AUSTRIAN ADVERTISING 
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Scott Seeds Appoints Three 

O. M. Scott & Sons Co., Marys- 
ville, O., seed company, has ap- 
pointed Richard M. Fox to the new 
post of director of advertising and | 
merchandising. Mr. Fox has been | 
supervising the company’s adver-| 
tising for many years. At the same 
time, Paul E. Howey, with the | 
company for seven years in var-| 
ious sales activities, was appointed | 
manager of national distribution. 
Tobey Newcomb, formerly of the | 
Hickok Mfg. Co., was also ap-| 
pointed field sales manager. 


Other Gains Will 
Offset Home, Car 


Dips: Feemster 


Joan Gardner Boosts 
‘Integrated’ Ad, PR 
in Fashion Promotion 


BurFra.o, Feb. 7—Despite drops | 
of 15% in automobile production 
‘and home building, the business 
/boom of 1955 will 


continue in 

PUBLISHERS 1956, Robert M. Feemster, chair- 
Established repre- || man of the executive committee of | 
sentative invites || the Wall Street Journal and a vice- | 
publishers’ in- ||chairman of the Advertising Fed- | « 


quiries regarding |) 
coverage of Mid- 
dle-West terri- 
tory. 

ames k. millhouse 


PUBLISHERS’ REPRESENTATIVE 
5124 W. Irving Park Rd., Chicago 41, I). 


eration of America, predicted here | 
last week. Speaking at a luncheon | 
of the federation’s eastern confer- 
| ence of women’s advertising clubs, 
he referred to 1955 as “the great- 
est year in our economic history.” 

Although automobile production 


new digplay dimensions 
get seljing action... | 


‘thing underlying the boom is the | of Mailing List Directories 
| faith of the people.” 


will drop about 15% in 1956 and 
home building 15% to 20%, he 
said, this will be offset by a record 
breaking year in business con- 


| struction and a big year for heavy 


industrial equipment and machin- 


‘ery and road and school building. | 


|® Home building has fallen off, 
|he said, not because of decreased | 


demand but because of a tight- 


|ening of mortgage money. He pre- 


dicted this situation will be cor- 
rected by the second quarter of | 
this year. 

The decreased auto production, 
like the farm problem, he said, 
is “a question of supply and de- | 
mand.” In 1955, he said, the U.S. 
produced about 700,000 more pas- 
senger cars than the market could 
| absorb. 

Predicting the recent period of | 

‘easy selling” will end in 1956,| 
Mr. Feemster declared that no | 
government agency or other group | 
can control prices. | 

“Only one thing controls and | 
sets prices,” he said. “That is the | 
consumer. And that’s the way it | 
should be.” 

Advertising, he said, can take 
major credit for the country’s | 
business boom, because “our whole | 
margin of prosperity is in the buy- 
ing of things we don’t really| 
need.” The result, he pointed out, | 
has been an increase in the level | 
of wants and a constantly im-| 
proving standard of living for the | 
American people. 


® With major industries depend- | 
ing on advertising to make jobs | 
and production possible through | 
its effect on sales, Mr. Feemster | 
warned, the advertising industry | 
must assume “more and more re- 

sponsibilities, because the great | 


“If for any reason that faith oti 


|our people is destroyed, we could 


have an economic shift the other 
way,” he pointed out. Evidence of 
the fact that the faith of the people 
is still high, he said, is shown by 
the (1) trend toward bigger fam- 
ilies and (2) the fact that Ameri- 
cans are still “going in hock for 
their homes.” 

While the economy of the nation | 
is sound generally, he said, adver- 
tising people must guard against 
being a part of the “economic 
sickness” of some companies and | 


at co Yinter- card cost! 


... bring to life the saleable features of 
every product you promote. No cardboard 
mounting is needed—greater economy! No limitation 
on design—infinite new shapes! No moving parts 
—sets up in seconds anywhere! 
Display specialists at Chicago Show 
are ready now, to create a 
sales-stimulating Squee-zel for you! 


EXCLUSIVE WITH 


individuals who follow a policy of 
joumee “to the people who can 
buy.” 

Describing the advertising in- 


x... as the “real cornerstone of 


| the nation’s present prosperity and 
‘its hopes for future prosperity,” 
|Mr. Feemster appealed for a re- 
'vived “crusade for truth” in ad- 
vertising. 

Almost weekly, he said, charges 


|are made by some group against 


misleading advertising. He urged 
adclubs to engage in “self po- | 
licing” of advertising in their own 
communities. 


® The importance of women’s 
pages and news pages in the pro- 
motion of the youth fashion mar- 
ket was discussed by Joan Gardner, 
1955 Advertising Woman of the 


| Year and promotion and publicity 


director of St. Louis Fashion Cre- 
ators. 
“News pages of local papers and 


CHICAGO SHOW PRINTING COMPANY «+ 2640 N. Kildere Ave. + Chicage 39 
U. 8. Patent Nos. 9555086 and 2654970, other patents granted and pending. Trademark Squee-sel Registered 


of trade papers, rather than the | 
|paid advertisements, are gaining 
definite place in the approach to 
the retailer in the young fashion | 
market,” said Miss Gardner. 
“Advertising trends today are 
| towards a more integrated promo- 
tional program to keep our fashion 
|market on the women’s pages and 
|the news pages.” 
Miss Gardner added, “The young 
| fashion market is 25 years old and | 
is still growing.” 


‘Sterling TV Revamps Division | 
The industrial film division of. 
Sterling Television Co., New York, | 
has been consolidated with Movies, 
USA. The new division will be 
called Sterling-Movies, USA. 


‘information on the number and) 


|the name and address of the pub- 


KEEP ‘EM FLOWING—A large-size (3,000 gals.) shot of anti-freeze is 
pumped up to tanks supplying water for Pepsi-Cola’s block-long 
waterfall in Times Square. In former winters the waterfall was 
turned off; this year an estimated total of 15,000 gals. of Interna- 
tional Harvester anti-freeze will keep the falls flowing freely. 


|Haerr, Peterson & Hall since May, 
1955, has changed its name to 
| Jackson, Haerr, Peterson & Hall. 
|The agency has other offices in 
Peoria, Ill., and Jefferson City, 
Mo. 

The agency has appointed Lynn 


|Klein Publishes Directory 


B. Klein & Co., 27 E. 22nd St., 
New York, has published the 1956 
edition of the “Guide to American 
Directories for Compiling Mailing 


Lists.” The 1956 edition, which |... 
supersedes the original “Guide” Bickett, formerly manager and ex- 
published two years ago, lists ec vp of KLIK, Jefferson City, 


|manager of its Jefferson City of- 
bage Richard A. Hall, who former- 
lly headed the office, has been 
promoted to account activities su- 
pervisor for the agency’s three of- 
fices. 


more than 1,200 directories in 
more than 150 categories. 


The spiral-bound book includes | 
types of names in each directory, | 


lisher and the price. Price of the | 


Sect 0 $28 oar ener. Homemaker Opens New Office 


Homemaker & Garden Publish- 
ing Co., Miami, publisher of Flor- 


Jackson, Haerr Division ida Homemaker & Gardener 


Changes Name; Bickett Named and Southeastern Nurseryman, has 


Associated Advertising Agency, | 


Minneapolis, a division of Jackson, 


opened an advertising office in 
St. Petersburg at 1 Seventh St. 


The improved science @l letterpress print- 
ing offers better rep ever 
before, provided your engravings meet the 
exacting requirements of modern printing 
equipment and techniques. 

At DOT, you get that quality. We are 
making outstanding line and halftone, 
color and black and white engravings for 
customers from coast to coast. 


j0T Taiiiatens 


LETTERPRESS 
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600 W VAN BUREN ST+ CHICAGO 7 
TELEPHONE STATE 2-5367 
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Judson Sayre Blasts Automation 
Concepts in Distribution Methods 


(Continued from Page 1) 


‘ " a 
, make better use of their time if! 


him for his statement that the they would come to agencies for | 


days of franchised dealers in dur- 
able goods are over, and that deal- 
ers are more or less obsolete. 

“It happens that this antiquated 
distribution system of ours sup- 
ported a gross national product of 
close to $400 billion in ’55, and in 
major appliances, a gross product 
of $8 billion,” Mr. Sayre said. 

“Certainly, most of the retail 
dealers who moved the consumer 
products into the hands of the ul- 
timate purchasers were, in some 
cases, less efficient than they 
might have been. Their average 
net profit picture was not too good 
but the resultant producers’ profits 
were very healthy.” 

(Mr. Sayre was obviously refer- 
ring to a talk by Peter Drucker, 
management authority, to the 


American Marketing Assn., re-|Circulations, who discussed the 
ported in full text in the Jan.|merits of ABC reports, and Hilmer 


23 issue of AA.] 


® The exaggerated threat of au- | duction Techniques as an Aid to 
tomation could cause a_ serious | Sales.” 


sales slump, and the clamoring for 
automated distribution might re- 
flect a mass inferiority complex 


present distribution system. 

Mr. Sayre praised the retail 
dealer and his salesmen as “the 
key to our distribution. You might 
automate machines but you cannot 
automate people—or automate the 
sale of an appliance the way you 
do a can of beans,” he said. “You 
might automate production, but 
you will never automate merchan- 
dising.” 


® Agency men were criticized by 
Harley Hobbs, vp of Russel M. 
Seeds Co., for running down busi- 
ness paper space representatives in 
the business paper press. Speaking 
at the ABP sales clinic, he referred 
to two articles that appeared last 
month in ADVERTISING AGE. 

“Space men are the best bird 
dogs for agencies,” Mr. Hobbs 
said. “They are usually the first 
ones to know when a client is 
‘ unhappy or when an account is 
moving. They have brought me 
new business, and many valuable 
leads. In many cases, I have im- 
proved relations with clients be- 
cause of suggestions from space 
salesmen.” 

Mr. Hobbs listed the following 
five points as things he would do if 
he were a space salesman: 

1. Know your book. Study mar- 
kets, who reads the publication 
and who buys your advertiser’s 
products. 

2. Know your competitors. Find 
out what he is telling your pros- 
pects, learn about his rates, cir- 
culation, readers, editorial policies, 
etc. 


8 3. Study the ad requirements of 
your prospect. Some people should 


not advertise in your publication. | | 


This will save you time and money 
by eliminating bad prospects. 

4. Avoid asking a prospect why 
he is advertising in other books 
and not in yours. 

5. Polish your approach to agen- 
cies, “even though agency men are 
decent but peculiar people.” Use 
pitches that contain new ideas, and 
not statistics. Find out the ad ob- 
jectives of prospects. 

Mr. Hobbs concluded his talk by 
urging that admen “take God into 
their businesses. He knows your 
problems better than anyone,” he 
said. 


8 Donald Powers, vp of Caples 
Co., said space salesmen could 


| Richard Heflebower, chairman of 
affecting the nation’s marketing | the economics department, North- 
departments, Mr. Sayre said. He | western University, predicted that 
urged ABP members to dispel any |the U. S. government will play a 
hysteria caused by automation, | larger role in the nation’s business 
and asked them to help bolster the | activities in the future. 


help. 
“I know of one _ publication 
| which could have had a big order | 
eight months earlier than it did if | 
the salesman had come to the) 
agency,” Mr. Powers said. “In an- 
other case, a representative called | 
'on the agency before he called on | 
the clients. It ended up with the 
agency selling two clients for him 
while he sold only one.” 
Agencies represent a strong fac- 
tor, Mr. Powers said, and it is not 
wise for a space man to ignore 
them. A client can be helped in 
many cases if the agency and pub- 
lication work together, he said. 
| Other speakers at the sales clin- 
|ic were George Dibert, vp of J. 
Walter Thompson Co. and board 
|chairman of the Audit Bureau of 


Stark, Billboard, who showed 
movie slides and spoke on “Pro- 


|/@ At the afternoon session, Dr. 


“The government’s role is posi- 
tive,” Dr. Heflebower said. “It is 
assuming the responsibility for 
what happens to markets and 
businesses so you can look for it 
to be a more important part of the 
business scene.” 

He also predicted that popula- 
tion would increase, the work 
week would decrease, and wages 
and prices would rise. 

Stuart Siebert, vp of Weiss & 
Geller, discussed a business paper 
readership study conducted by the 
agency last year. A panel com- 
posed of Theodore Peterson, pro- 
fessor of journalism, University of 
Illinois, and William A. Marsteller, 
president, Richard C. Christian, 
exec vp, and Marshall C. Lewis, 
account executive, Marsteller, 
Rickard, Gebhardt & Reed, gave a 
detailed visual report on a busi- 
ness paper editorial evaluation 
study just completed by the agen- 
cy (see story on Page 2). 


Ford Boosts Beacham, Imus 


Charles R. Beacham has been 
named general sales manager of 
the Ford division of Ford Motor 
Co., succeeding L. W. Smead, who 
is on leave because of illness. Mr. 
Beacham has been with Ford for 
30 years, most recently as manager 
of the division’s northeast sales 
region with headquarters in New 
York. M. D. Imus is the new man- 
ager of sales planning and analysis 
for the Lincoln division of Ford. 
Mr. Imus has been with Ford since 
1940, most recently as district sales 
manager of the Rockford, II1., dis- 
trict office of Ford division. 


NEW HAM CAN—Wilson & Co. has 
redesigned its ham can exterior, 
using an orange gingham pattern, 
the new Wilson trademark, around 
the sides, and a picture of sliced 
ham on the front. Suggestions for 
cooking are printed on both sides 
and back. 
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Good time for a “Coffee-break”' 


ANYTIME—In its spring campaign 
Pan-American Coffee Bureau will 
broaden its “coffee-break” promo- 
tion to encompass “around-the- 
clock” coffee consumption. 


‘Drink It Anytime’ 
Is Theme of Pan Am 


Coffee Bureau Drive 


New York, Feb. 8—After five 
years of recommending the “cof- 
fee-break,” the Pan-American 
Coffee Bureau is broadening its 
approach by promoting “around- 
the-clock” coffee drinking. 

Six junior-pages in color in 
The Saturday Evening Post and 
Ladies’ Home Journal during 
March, April and May will illus- 
trate the six special times of the 
day when coffee is most enjoyed: 
(1) Morning “wake-me-up”; (2) 
the mid-morning “coffee-break”; 
(3) lunchtime; (4) the mid-after- 
noon “coffee-break”; (5) dinner- 
time and (6) after dinner. 


= During the summer the cam- 
paign will switch to an iced cof- 
fee promotion aimed at offsetting 
the $100,000,000 loss in sale that 
the coffee industry traditionally 
experiences during June, July 
and August. This campaign will 
open with a three-page gatefold 
in the June 2 Saturday Evening 
Post, the first such flourish for 
food to appear in any general 
magazine, according to the Post. 

Iced coffee advertising also will 
be carried by Look and will tie 
in with the magazine’s summer 
picnic promotion. 

Robert W. Orr Inc., New York, 
is the agency. 


CBS Estimates ‘55 Earnings 
Increased 17% over ‘54 

Preliminary estimates indicate 
that sales and profits of Columbia 
Broadcasting System for the fiscal 
year ended Dec. 31, 1955, reached 
new highs in the company’s his- 
tory, William Paley, chairman, has 
announced. Net earnings for °55 
are tentatively estimated at $13,- 
397,000, or 17.4% over the $11,415,- 
000 earned during 1954. 

Per-share earnings for 55 were 
$1.83, a gain of 21¢ over the $1.62 
per share earned the previous 
year. The per-share amounts are 
after adjusting the number of 
shares outstanding to reflect the 
three-for-one stock split-up made 
in April, 1955. 


Murtaugh Associates Bows 
Paul Murtaugh, formerly ad- 

vertising manager of the Research 

Institute of America, has opened 


| his own management sales consult- 


ant firm, Paul Murtaugh Associ- 
ates, with offices at 270 Park Ave., 
New York. 


TWA Puts Out Hotel Guide 

Trans World Airlines, New York, 
has published a complimentary 
“Guide to Hotel Facilities for Busi- 
ness Meetings & Conventions.” 
About 15,000 copies of the guide 
are being distributed. 
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Dancer-Fitzgerald 
Gets L&M Filter Tips 


(Continued from Page 1) 
crease sales, but said no agency 
change was imminent. 


s Just how much the L&M filter 
account will be worth is difficult 


|to say at this point partly because 


L&M shares a great deal of tele- 
vision and radio time with Chest- 
erfield, and other phases of the 
two brands’ advertising schedule 
have been planned together as 
well. 

In the case of newspapers there 
are two schedules running simul- 
taneously, with the two brands al- 
ternating in afternoon and morn- 
ing papers. 

Most of Liggett & Myers’ adver- 
tising budget goes into broadcast- 
ing; sometimes the percentage 
runs as high as 80%. Tv is the big 
favorite, with the company carry- 
ing a weekly show each on CBS 


L&M Sales, Advertising 
Figures for 1954 and 1955* 


(L&M’s were introduced in Octo- 


ber, 1953.) 
Year Sales Ad 
(Billions) Investment** 
1955 11.1 $5,040,493 
1954 6.2 $5,410,599 
* Source: Publishers Information 
Bureau. 


** Figures do not represent all 
media spending, but only those 
measured by PIB. 1954 figures rep- 
resent network radio and televi- 
sion, magazine and newspaper 
spending. The figures for 1955 do 
not include newspaper expendi- 
tures (no figures available) and 
include network radio expendi- 
tures only through July (when 
PIB stopped measuring net radio). 


(“Gunsmoke”) and NBC (“Drag- 
net”) and an alternate-week pro- 
gram (the Warner Bros. produc- 
tion) on ABC. 


s Chesterfield gets opening and 
closing sponsor credits on all these 
shows, but one third of the com- 
mercial time on each goes to L&M, 
which is one of the biggest spon- 
sors on NBC’s new afternoon se- 
ries, “Matinee.” In previous years 
Chesterfield and L&M filters have 
alternated days as sponsor of the 
baseball games scheduled by Lig- 
gett & Myers. This year’s reduced 
baseball schedule includes only 
one-third sponsorship of the Bos~ 
ton Red Sox on radio and tv. 

“Gunsmoke” is presented twice 
a week on CBS Radio by the cig- 
aret maker, which also is a heavy 
user of radio and tv spots, again 
with more attention on television. 

In 1953 the company made dra- 
matic radio-tv headlines by drop- 
ping the pipe-smoking Arthur 
Godfrey after years as one of his 
biggest sponsors. This abrupt can- 
celation by Chesterfield involved 
three daytime shows and one 
nighttime show. 


® Liggett & Myers also made mar- 
keting headlines in recent years by 
helping to speed up two of the 
biggest trends in the cigaret in- 
dustry. It was the first of the big 
three companies to offer one of its 
principal brands in a choice of 
regular and king-size and it was 
the first to make a concerted bid 
for the growing filter tip mar- 
ket. This took place in the fall of 
1953 when L&M filters were in- 
troduced. 

Another of the big three, R. J. 
Reynolds Tobacco Co., followed 
suit shortly afterwards and came 
out with king-size Winston filters, 
priced on a par with the fast-sell- 
ing Viceroys—26¢. L&M filters 
were reduced from the premium 
price level to meet the new com- 


them in the race that followed. 

| Business Week’s figures for 
|U. S. cigaret sales in 1955 show 
Viceroy leading the filter pack 
with 20.1 billions of cigarets sold, 
a gain of 34.9% over 1954 levels. 
| However, Winston was breathing 
down its neck with '55 sales of 19.5 
billions, a leap of 200% over its 
first full year—1954. L&M was 
third with 11 billions, for a gain 
of 77.4%. 


|® Chesterfield, on the other hand, 
lost a lot of ground in 1955. Ches- 
terfield regulars were down 15% 
from ’54 and Chesterfield king-size 
|}up 7.7% in 1955, for a total per- 
| centage loss of 9.4% for the brand. 
In billions of cigarets sold, Ches- 
terfield placed fourth behind Pail 
Mall, Lucky Strike and Camel. 

However, combined sales for 
|Liggett & Myers’ two biggest 
brands—Fatima and Piedmont are 
|not big sellers--gave the company 
| the third largest share of the U. S. 
market. And the earnings picture 
| for 1955 was a favorable one, with 
|estimated earnings per common 
share of $5.95, as against $5.30 in 
1/1954. Only American Tobacco 
fared better in this respect. 


‘Don’t Skimp on 
Space,’ Kobbe Tells 
Industrial Admen 


MINNEAPOLIS, Feb. 7—Industrial 
advertising must be custom tail- 
ored to fit the particular problem 
involved, an agency executive told 
the Upper Midwest Industrial Ad- 
vertising Clinic today. 

Philip F. Kobbe, vp and director 
of creative services in the local 
office of Batten, Barton, Durstine 
& Osborn, also cautioned the ap- 
proximately 100 advertising men 
and women attending not to skimp 
on space. 

“We believe it pays to take all 
the space necessary to tell the 
facts,” said Kobbe. 

The BBDO executive suggésted 
four criteria for writing industrial 
ads: 

1. Get the right raw material— 
all the facts on the product and 
on the people who might buy it. 

2. Set up valid and adequate ob- 
jectives—these may not always 
conform to sales objectives. 

3. Tell all the facts—don’t wor- 
ry about long copy but only about 
vague copy. 

4. Appeal to the self-interest of 
the readers. 

Mr. Kobbe outlined the indus- 
trial campaign BBDO has been 
carrying on for Minnesota Mining 
& Mfg. Co. 

In a single year, he said, the 
agency placed 400 different in- 
dustrial ads for more than 100 
3Ms products in 170 publications, 
with each ad averaging two in- 
sertions. 


England Heads S. F. Agency 
Robert England has taken over 
as president of Wilson, Markey & 
England, San Francisco, succeed- 
ing John R. Markey, who resigned 
last week (AA, Feb. 6). For the 
time being, the name of the agency 
will remain the same, Mr. England 
said. The agency has named Har- 
vey Scott, Harvey Scott Advertis- 
ing, San Francisco, a vp. Mr. Scott 
will continue to operate his cwn 
agency in addition to his new post 
with Wilson, Markey & England. 


Norton Moves to Detroit 

Frank L. Norton, formerly in 
the New York sales office of Par- 
ade, has been transferred to De- 
| troit. He will cover eastern Mich- 


petition, but Winston outdistanced igan and northern Ohio. 
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a Automotive Tops ‘National Newspaper Ad Expenditures: 1955 


Source: Media Records 
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Newspaper Ad 
Linage in 1955 


(Continued from Page 2) 
happy to note that “advertising in 
newspapers by various media in 
pursuit of audiences and advertis- 


Be | ers increased sharply” last year.) 
= |The figures: Magazines increased 


, an your Faster tam 
Dont forget Its bonnet 
Del Monte Ptoeapple* 
All around and on tt! 


a ee ee ne ee oe me 


TREAT—Del Monte Foods’ Easter 
promotion pushes a pineapple-ham 


their use of newspaper space by 


[| 39.2%; radio and tv stations used 


% more. Even newspapers) 


used their own medium 10.9% | 


y | more. 


| Linage statistics for 1955 were: 
| 21,152,856 lines by radio and tv 
stations; 10,244,318 lines by mag-| 


AGRICULTURE 


| ALCOHOLIC BEVERAGES TOTAL 


Beers 
Wines 
Liquors 


AMUSEMENTS 


AUTOMOTIVE 
Aviation 


combination (AA, Feb. 6). This|azines; 1,376,823 lines by news-| CONFECTIONS 


full-color page is scheduled for 

Life, March 22, and McCall’s, out 

March 20. McCann-Erickson Inc., 
San Francisco, is the agency. 


Real Pro in Ad 
Business Is Rare, 
Bedell Tells Adclub 


(Continued from Page 2) 
vertising can be than it is. The 
country’s “great” stores are almost 
as bad as lesser ones in this re- 
spect, he said. 


® “The great stores employ talent- 
ed people who have good minds,” 
Mr. Bedell said. “But a good mind 
is not necessarily a disciplined— 
that is, a trained—mind. And in 
advertising, an untrained mind is 
apt to be no more professional 
than would be a doctor’s mind— 
untrained. A doctor practicing 
medicine without training, simply 
because he liked doctoring, could 
hardly be termed professional.” 

Stores have consistently made 
profits for years without advertis- 
ing reaching the levels of effect- 
iveness possible, Mr. Bedell said. 
Weak ads have served store owners 
profitably even though not effi- 
ciently. And store owners think 
that because they do a lot of ad- 
vertising and make money, the 
advertising is good, he said. 

“On the other hand, with excep- 
tions, newspaper publishers over 
the country have been the only 
remaining great entrepreneurs, I 


| papers. 
| 


think, who sell something in tre- 
mendous volume without being 
really concerned with how well it| 
serves the purpose for which it is 
sold,” Mr. Bedell said. 


|@ “If newspapers sold advertising 
instead of white space, both stores 
and merchants would be econom- 
lically better off, and there would 
|be no newsprint shortage imme- 
| diately ahead of us,” he said. 

| “Yes, much of today’s advertis- 
ing is merely made to look nice. It 
is not the work of professional 
sellers-in-print. It is not nearly as 
effective as it can and will be 
made, when economic conditions 
cause us all to try to learn to sell 
efficiently—professionally.” 


Wrisley Buys lowa Soap 

Allen B. Wrisley Co., Chicago, 
|producer of toilet soaps and toilet 
preparations, has bought Iowa 
Soap Co., Burlington, Ia. The pur- 
chase includes land, building 
equipment and good will. The busi- 
|ness will be operated as the Iowa 
|Soap division, under the supervi- 
‘sion of James Bolen, formerly vp 
of Iowa Soap, who becomes a vp 
iof Wrisley. 


|DuMont Gets New Post 

Allen B. DuMont Jr., formerly 
|New York district manager for the 
tv receiver division of Allen B. 
DuMont Laboratories, Clifton, N.J., 
| has been appointed assistant to the 
|manager of the division. 


us once and 
try us thrice 


} 
you'll 


Our halftone work 
is O, so nice! 


_ Photo Engravings 


MeGRATH we are quite sure 


Of this 


An ad-man’s 
i headache cure 


COLOR AND BLACK-AND-WHITE} 
DAY AND NIGHT SERVICE ' 


EDUCATIONAL 
GROCERIES 


TOTAL 


Disinfectants & Exterminators .... 


Laundry Soaps & Cleansers 
Meats, Fish & Poultry 
Miscellaneous Groceries 


HOTELS & RESORTS 


HOUSING EQUIPMENT & 
SUPPLIES 
Air Conditioning 
Automatic Heating 
Automatic Refrigeration 
Fixtures 


TOTAL 


Furniture & Furnishings 
Heaters & Stoves 
Miscellaneous 


PROFESSIONAL & SERVICE 


PUBLICATIONS 
Book Publishers 


RADIO & TELEVISION TOTAL 
Radio & Television Sets 
Stations 
Miscellaneous Radio 


SPORTING GOODS 
TOBACCO 


TOILET REQUISITES 
Antiseptics 
Dentifrices 


Toilet Soaps 


Miscellaneous Toilet Requisites .. 


TOTAL 


Miscellaneous Transportation 
WEARING APPAREL 


H ‘TOTAL GENERAL 


‘TOTAL GENERAL 


| & AUTOMOTIVE 


1955 
14,719,880 


77,233,908 
21,367,816 

1,552,733 
54,313,359 


1,469,862 


275,425,931 
3,196,651 
37,414,619 
986,890 
156,803,909 
7,900,015 
17,241,852 
51,881,995 


4,340,885 
2,541,633 


166,661,695 
25,750,350 


29,425,595 
12,564,829 
11,563,539 
5,297,227 
5,271,719 
9,977,706 
20,315,625 
1,945,114 
34,618,281 
12,540,906 
26,816,399 


11,949,920 


38,247,454 
2,953,963 
1,400,227 


10,833,192 
2,481,721 
14,873,482 


16,117,049 
16,144,907 


25,770,481 


17,054,066 
5,432,925 
10,244,318 
1,376,823 


25,967,436 


29,006,160 
7,141,327 
21,152,856 
711,977 


4,093,504 


24,126,685 
2,601,032 
21,201,334 
259,830 
64,489 


37,158,702 
223,328 
6,621,686 
14,917,159 
6,883,542 
8,512,987 


42,596,291 
22,348,767 
3,999,651 
9,713,716 
2,686,073 
2,768,193 
1,079,891 


7,289,084 
584,425,479 


859,851,410 


1954 
11,529,866 


82,211,158 
26,065,938 

2,224,806 
53,920,414 


1,112,315 


205,475,674 
1,046,318 
36,947,854 
787,137 
98,525,368 
7,995,208 
12,339,622 
47,834,167 


4,486,868 
2,545,464 


160,395,785 
18,541,852 


31,299,445 
16,029,170 
10,439,280 
4,830,995 
7,010,123 
7,906,582 
19,819,589 
1,559,528 
33,674,549 
11,126,085 
29,458,032 


11,521,807 


32,390,694 
3,503,827 
1,084,739 
3,897,060 

435,871 
1,073,583 

10,309,023 
2,183,550 
9,903,041 


13,758,982 
13,670,190 

1,571,002 
24,497,917 
19,911,757 


838,705 


14,748,030 
6,146,227 
7,360,331 
1,241,472 


23,062,756 


27,731,776 
8,472,631 
18,425,108 
834,037 


5,402,412 


21,759,716 
2,477,729 
18,293,127 
201,155 
787,705 


39,120,126 
123,630 
7,815,384 
18,118,955 
7,638,565 
5,423,592 


36,270,260 
18,199,188 
4,094,248 
7,941,062 
2,672,148 
2,420,090 
943,524 


6,091,460 
554,629,046 


760,104,720 


% Change 


+ 27.7 


— 6.1 
— 18.0 
— 30.2 
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+++ t+ H+te] 44/4 


l+1+ + +414 | 


| ++++ 


++ +++4¢/ 44+ +14 141 


+ 


Advertising Age, February 13, 1956 


McCarty Gets Potato Board; 
Moves Los Angeles Office 
McCarty Co., Los Angeles, has 
been named to handle the 1956 ad- 
vertising and sales promotion pro- 
gram of the California Long White 
Potato Advisory Board. McCarty 
has been the agency for the board 
since its inception two years ago. 
The ’56 program, to be expanded, 
will include advertising in con- 
sumer and trade _ publications, 
newspapers, radio and direct mail. 
Research on a trade and consumer 
level to determine buying charac- 
teristics of potato consumers is 
also planned. 

The agency has moved to larger 
quarters at 3576 Wilshire Blvd., 
Los Angeles. 


Utica Division Boosts Spitzer 

Carlton E. Spitzer, formerly pub- 
lications supervisor of the Utica di- 
vision, Bendix Aviation Corp., New 
York, manufacturer of aviation 
components, has been appointed 
advertising manager of the divi- 
sion. 


, to give 


OBJECTIVES: To impressively announce the new RCA 
Victor line and, with slight adaptation of the insert 

SCHEDULE: 4-page, full color insert in merchandising papers. 
RESULTS: “The trade reaction and the unprecedented 
orders for reprints and sales promotion material made it the 
most successful announcement RCA Victor has ever en- 
joyed. Plans for repeating the strategy are now under way.” 


dealers important point-of-sales material. 
AGENCY: Kenyon & Eckhardt Inc. 


TOP VALE PEAR PERFORMANCE 


businesspapers 


How RCA uses 
to announce 


a new line... 


Tue AssociaTep Busin 


nox \icron 


WT EVERY PRICE LEVEL 


pede ee ers Pele i hes | ee ae so eee ee —  . |. .., 6 a, gilli cium: "> aie 
a Bry; we bin “Ss Dor) ae: fi: Pong my bie! i 7 Pega a. : ¥ “ : os 
a ' 
af es: a 
Race 78 eC 
Ps — 
ie _- a ee 
a —_ Soe ~ i 
i, : , " j : wig cL 
opi oi Caer f Par. - Bs (ded dbcterevebsdeeces 
ae i. ae res BPR ec cceseawnresessvceses 
an Sem eS |e lege ML, ins s eeier eens + 0h + 07 
a ' Ps = Oa i“ ar 
es —* P. re duk pe Mas. oo 4205.5 
ae _——— J CTOnNCEONenrnrnrw™™] i Se a teks ee’ + 13 
tioA a ee Parts & Accessories .............. + 25.4 
ale xy ferear Passenger Cars (New) .......... + 59.2 
as en oe bi 
ake De OIE 6 oso ccs cece eins + 39.7) 
tole, Miscellaneous Automotive ........ + 8.5 
ht alah suai uabvtes C P| — 
ia 
De, ee APR ind a — 02 
a - i Te us 
a % Baking Products ................ + 38.9 
a5 a 
Le Beverages Pe 6.0 
ra BRIO. . oc esiniscsvcescnes 21.6 
Lae | ED. one cue Fagareten tones 10.8 = 
ie es eee 9.7 5 
ink Cereals & Breakfast Foods ........ 24.8 
aie? Condiments ...................45: 26.2 
se IO dss cin a actos as 6 6% 2.5 | . 
ae a 24.7| 7B 6 
£ eper 2.8 
ae eevee e 12.7 i 
nie eee 9.0 
a - 
ie a 18.1 ; : 
the dicmeah ce 15.7 F 
Ss mringeess 29.1 
Ai is Se 8.2 
oe ee 23.3 
“wh Fuel CRIT ROR 7.5 4 
: Po sseonses || 23 Ss 
es ecoecsese 13.7 Hy . 
Pies . 
es, neasaaob 50.2 = 
ee SE Ses ache awa Bas oe P| 17.1 
ve eee 18.1 ofomrg a | 
Te 
Bee | JEWELRY & SILVERWARE .........__ 1,835,311 168, 
ae | 
aap eg LE IN: 5.2 ? ' 
beak |MISCELLANEOUS ................ 19,384,882 — 26 . 
a3 
Pas eae 715,684 14.7 
e EE sai -r 
(43 SE | oo Ames 11.6. 
A ; SE Sbces ceandasses cide 39.2 
3S : : UNETE da) Cocnsescastessass 10.9 x le} 
> es % ty 3 : PUBLIC UTILITIES .............. i EE —izc| | iy 
_ } ” (/ ‘ ' 
re 1) iQ : 4.6 
ase , | & 15.7 & 
a os \\ 's i | 4 14.8) ai 
oe > : v 1 ea 14.6 | 
ae : | | > 
i . : 
ao eS A\ a TOTAL “i S) 
oe S UES es pepe a 
4 THOMAS F. ee AIR Re AE aR 15.9) a oe : 
Ee — Rs eda 5 alee 6 hacked 29.2 4 § f : 
et Miscellaneous Tobacco ............ 91.8 . + : 
at, J — ; 
pry diieeeatns taint taaitea atie ieee 3 oi a as i tan tsa ene A - 
a ~~ ein é N Y Phd ~- 80.6, : 
| A\ # es Sig) - 2° NR Fi 133) i 
x, A) > a rere bs = mp es 2 Perfumes & Cosmetics .......... 17.7) 
ae — If Te i owe, (7 TT es eet 9.9 | 
- bd aT ii! M, te zt 4 es 57.0) 
i YX = ' 7 : 
ee X — 7 4 'e— y >» | | 
= sx \ SE) ov S TRANSPORTATION a 17.4 
une S YS > U3 = | Ge q) \ ) Fy IEE I, a ccrdin so dis wg od DRS 6s 22.8 
rok le % ~~? ry \) = REE Wik: «'Saldwe daw oD dv sews 0's 2.3 
3 _ Rae 4 ; \ ak SEE LOLEEe EEE EEE? 22.3, 
ie: 9 ach a ' fT n+. < Ss vedeva vovutess «0 0.5) 
- ee ; | ME aULES sc cebocWeens + cvcwers 14.4) 
‘ | po Be fr tat ax 
pe ) 
4 Fi ee ended 19.7 
4 | pentancroeme teh eat — ee 5.4 
* RSs Tok . 
ne a | 
ir ; s TRI eee  jéé er lle le 
eg , 
od RCE ct gige ame D, Ce ht a! ll, a oe i. —— Pel 
eee nee a el ee a — a an laa ea 


cca 


7 


HONSICTOR 


SE OPT RLTE Peete. Fae 


Tue AssociaTep Busin 


Advertising Age, February 13, 1956 


Y&R Takes Two! 
of Three Top 
Outdoor Awards 


(Continued from Page 2) 
Freiday Studios was the artist and| 
Bob Skinder the art director. 
Client and agency winners in the 
16 classifications were as follows: 
Miscellaneous | 
Ist: Philip Morris, Biow-Beirn-Toigo; 2nd: | 
Pabco Paint Co., Brisacher, Wheeler & 
Staff; 3rd: Wisconsin Public Service Corp., 
Brady Co. 


hald Annli 


Ist; General Electric Co., Y&R; 2nd: 
Maytag Co., Leo Burnett Co. 
Agricultural 
Ist, 2nd & 3rd: Ralston Purina Co., 
Gardner Advertising Co. 
Soft Drinks 
Ist: Perkins Products Co., Foote, Cone & 
Belding; 2nd: Seven-Up Co., J. Walter 
Thompson Co.; 3rd: Perkins Products Co., 
FC&B. 
Confections 
Ist: Life Savers Corp., Y&R; 2nd: Joe 
Lowe Corp., Paris & Peart; 3rd: Life Sav- 
ers Corp., Y&R. 
Beers 
Ist & 2nd: Theo Hamm Brewing Co., 
Campbell-Mithun; 3rd: Lucky Lager Brew- 
ing Co., McCann-Erickson. 
Gasoline & Oils 
Ist: Standard Oil Co. (Cal.}, Batten, Bar- 
ton, Durstine & Osborn; 2nd: Gulf Oil 
Corp., Calkins & Holden. 3rd: American 
Oil Co., Joseph Katz Co. 
Local 
Ist: Chase Manhattan Bank, Cunningham 
& Walsh; 2nd: Twin Pines Farm Dairy, 
Luckoff & Wayburn; 3rd: Chase Manhat- 
tan Bank, Cunningham & Walsh. 
Auto Accessories 
Ist: AC Spark Plug division, D. P. Broth- 
er & Co.; 2nd, Atlas Supply Co., McCann- 
Erickson. 
Bread, Flour & Baked Goods 
Ist: American Bakeries Co., Y&R; 2nd: 
National Biscuit Co., MeCann-Erickson; 3rd: 
Drake Bakeries, Y&R. 
Food Products 
Ist: Morton Salt Co., Needham, Louis & 
Brorby; 2nd & 3rd: General Foods, Y&R. 
Automobiles (Cars) 

Ist, 2nd & 3rd: Ford Motor Co., J. Wal- 
ter Thompson Co. 
Automobiles (Trucks) 

Ist & 2nd: Chevrolet Motors, Compbell- 
Ewald Co. 


Hastings O’Brien 


Stack Mancini Glazier Boulton 


JUDGED 1,000—Among the jurors who selected the 
award winners at the 24th national outdoor art 
competition, sponsored by the Art Directors Club 
of Chicago, are James Hastings, vp and art director, 
Campbell-Ewald, Detroit; Donal J. O’Brien, vp 
and director of advertising and sales promotion, 
Hiram Walker Inc.; J. W. Stack, advertising man- 


ager, AC Spark Plug division, General Motors Corp.; 
Richard A. Mancini, vp and art director, Lennen 
& Newell, New York, chairman of the jury; George 
M. Glazier, advertising and sales promotion manag- 
er, American Oil Co., and Frederick W. Boulton, 
vp, J. Walter Thompson Co., Chicago. The jury 
viewed some 1,000 entries. 


Painted Bulletins 
Ist: Southern Pacific Co., 
Detroit Edison Co., Campbell-Ewald; 3rd: 
Southern Pacific Co., FC&B. 
Painted Bulletins (Embellished) 
Ist: Heublein Inc., Lawrence C. Gumbin- 
ner Advertising Agency; 2nd: Cannon Elec- 
tric Co., Willard G. Gregory & Co.; 3rd: 


FCaB; al National Nielsen Ranking of Radio Shows 


Two Weeks Ending Jan. 7, 1956 
All figures copyright by A. C. Nielsen Co. 


Nielsen-Total Audience* 


Libby, McNeill & Libby, JWT. Current Homes* 
Special Rank Program (000) 

_Ist: March of Dimes; 2nd: Esso Standard | EyENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (655) 
1, Sarre Doeeneet DUA, CURES dec ehink die tts citric 1,732 
You Bet Your Life (DeSoto-Plymouth, NBC) ...........cccccccccccsecssesereeencnenees 1,685 


Levolor Expands TV Drive 


Levolor Lorentzen Inc., New 


Great Gildersleeve (Anahist, NBC) 


York, manufacturer of venetian 
blind components, has contracted 
for 13 weeks of one-minute spots 
on Steve Allen’s “Tonight” show | 
over NBC-TV. Spots on other sta- | 
tions in four major tv markets will | 
also be used, and Levolor will con- 
tinue its schedule in shelter maga- 
zines and daily newspapers. The 


1956 ad expenditures will be the) 


highest in the company’s history. 
Friend-Reiss Advertising, 
York, is the agency. 


MacLaren Has Part of Bulova ? 


In its Jan. 23 issue, ADVERTISING 
AcE reported that Bulova Watch 
Co. would reportedly move 


Advertising Co. to McCann-Erick- 


‘son (Canada) on April 1. Only a 


Signs of 


REFLECTIVE 


SCOTCHLITE are never 


SHEETING 


asleep on the job! 


New | 


its | 
/$300,000 account from MacLaren 


' iby the decision. McCann’s Can- 


Your most wide-awake media buy—signs of SCOTCHLITE Reflec- 
tive Sheeting! These alert 24-hour-a-day salesmen give you 
higher readership for your advertising dollar! Colorful, brilliant 
signs of SCOTCHLITE Sheeting tell the same strong sales story at 
night as they do in the daylight! For proof that signs of SCOTCH- 
LITE Sheeting are your best advertising buy, write Minnesota 
Mining & Mfg. Co., Dept. AA-2136, St. Paul 6, Minn. 


d k of Minnesota Mining & Mfg. Co. 


. "SCOTCHUTE” Reflective Sheeting is o registered t 


Mining & Mfg. Co., Dept. GG-56, St. Paul 6, Minn. 


_j/on “Breakfast Club,” “My True) will 


Edgar Bergen (Zenith, CBS) 
Our Miss Brooks (Toni, CBS) 
Edgar Bergen (CBS Columbia, CBS) 
Two for the Money (P. Lorillard, CBS) 
Gunsmoke (Liggett & Myers, CBS) 
News & Gene Autry (Wm. Wrigley Jr. Co., CBS) ... 
Edgar Bergen (Philip Morris, CBS) 


EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) 
1 News of the World (Miles Labs., NBC) 


2 One Man's Family (Participating, NBC) 
| 3 Lowell Thomas (Delco Batteries, CBS) 


WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,404) 
1 Rose Bowl Football Game (Gillette, NBC) 
Arthur Godfrey (Minneapolis Mining & Mfg., CBS, Friday) 
| 3 Pro Football Championship Game (Miller Brewing, Atlantic Refining, 

Buick, NBC) 
4 Arthur Godfrey (Kellogg, CBS) 
5 Arthur Godfrey (Staley, CBS, 11) 
6 Young Dr. Malone (Toni, CBS) 
7 
8 


SCWO@OnNO UA WH — 


Arthur Godfrey (Minnesota Mining & Mfg., CBS, Tuesday) 
This Is Nora Drake (Bristol-Myers, CBS) 
9 Guiding Light (Procter & Gamble, CBS) 
Arthur Godfrey (Lewis-Howe, CBS, 10) 


DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (468) 
1 Woolworth Hour (F. W. Woolworth Co., CBS) ........c.cccccccccccccceeeeceeeeeeeees 983 
2 Bolen -Bsiee Clomaral Band, GOD) wcsecicchitieccnenicinrcctrisactnseerecesscn cesses 842 
3 Rateeet Dem Wien GI CO eaiicertiecce ssn ccesicerssscsnecccpsecevensqnsentiticbos 702 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (842) 
1 Games Cilewstt 6 Wapete, CUB) oan cececcenseseccesecerenoversceseevsnsoscencnscneseseostnens 1,685 
2 I Te I I CD anc cba cseseemilihtcaacocaconatnechstiotcbotenvensob dienes 1,591 
3 ee eB BR Be ey ene ae 1,544 


|*Number of homes is based on 46,244,000, the estimated July, 1955, total U.S. radio 
| homes. 

| tHomes reached during all or any port of the program except for homes listening 
|only one to five minutes (formerly designated the “Nielsen-Rating”). For five-minute 
| programs, homes listening one minute or more are included. 


| portion of the account is affected ,for Tintex was bought through 

| Emil Mogul Co. Sleep-Eze Co. (M. 
ladian operation will handle tv |B. Scott Inc.) picked up an addi- 
|billing after April, but MacLaren | tional five minutes weekly on the 
|will continue to handle print ad-|“Breakfast Club.” 


vertising for Bulova. 


Kennedy. Walker Adds Wynn 
ABC Radio Signs More | Wynn Oil Co., Azusa, Cal., has 
Daytime Advertisers appointed Kennedy, Walker & 
Three new sponsors have bought | Wooten, Los Angeles, to handle its 
/participations on morning shows | national advertising. The 1956 pro- 
‘on ABC Radio, New York, and a/|motion will consist of four major 
fourth has increased his schedule | product promotions throughout the 


on the network. Rust Craft Pub- | year. National consumer and trade 
lishing Co. (Chambers & Wiswell) | magazines will be used, along with | 
bought two five-minute segments | local radio and tv spots prepared 
of “Breakfast Club” weekly. Fost- | by Kennedy, Walker, which will 
er-Milburn Co. (Street & Finney) | be placed through the agencies of 
is carrying participations on two|the respective distributors. Na- 
serials. |tional magazines to be used for 
Park & Tilford bought segments | Wynn's friction proofing products 
include Collier’s and Life. | 

Batten, Barton, Durstine & Osborn 


Story,” “When a Girl Marries” | 
| formerly handled the acount. 


and “Whispering Streets.” Time 


Greater 
Than New York! 


~*~ @ 


John Pepper 
and be 
Bert Ferguson 7 


| How do you do it, they ask. What 


is it that makes the Southern mar- 
ket different, and how can you be 
so confident of response? How do 
you stay on top of the popularity 
polls all the time? 


Three Easy Steps 


Here’s all you need. First, a mar- 
ket of Negro consumers bigger 
than the one in New York City— 
the biggest market of its kind in 
America—a market that has never 
been squarely hit until you start 
on it. Second, you need one single 
medium which is to be the only 
medium these people are abso- 
lutely sold on (and that’s radio 
station WDIA, Memphis). Then, 
you expand your medium until it 
becomes the most powerful and 
far-reaching in that market. 


10% of U. S. Total 


Your market is close to ten per- 
cent of the entire Negro popula- 
tion in the United States—a larger 
market than the combined Negro 
populations of New York plus 
Detroit, plus Cleveland, plus St. 
Louis. Its 1,230,724 people will 
draw pay amounting to over a 
quarter billion dollars this year— 
and spend 80% of it, on consumer 
goods. We call it the “Golden 
Market.” : 


One Medium Dominates 


Your single sure medium is radio 
station WDIA, first in Memphis to 
program with Negro voices and 
Negro music exclusively. The 
pride and pleasure of these listen- 
ers in their own station put WDIA 
in first place on all audience rat- 
ings, day and night, in a field of 
8—some of which had been oper- 
ating 25° ‘years. And coverage 
opened up like an umbrella when 
this same intense loyalty lifted 
WDIA from 250 to 50,000 watts in 
one swoop. Now, you apply a po- 
tent force like this to Memphis 
alone—where the population is 
40% Negro—and you'll see quick- 
ly how the Southern market’s 
different structure can pay divi- 
dends. 

As for response—well, it’s only 
natural to be confident when you 
already have impressive tabula- 
tions on accounts like 


log Cabin Syrup, Windex, 
Taystee Bread, Schlitz Beer, 
Maxwell House Coffee, 
Wrigley's Gum. 


Would you like to see figures on 
a type of product that especially 
interests you? We'll be glad to 
send them if you'll drop us a note. 
We feel they’re tangible proof that 
when you find a matchless mar- 
ket, and develop a powerful medi- 
um for that market, you just can’t 
help producing topnotch sales con- 
sistently. 

WDIA is represented nationally 
by the John E. Pearson Company. 


Fey 


Scat thee 
bhnsd Hersam — 


Commercial Manager 
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Jacob's Ladder Cracks on Compton; 


Warwick & Legler 


(Continued from Page 1) 
sent to newspapers for Wednesday 
morning release, announcing that 


Garners Ruppert 


|Eckhardt; Lennen & Newell, and 
| Warwick & Legler. 
| K&E bowed out when it picked 


and tv negotiations for the Giants, 
and is understood to have been 
influential in helping Ruppert 


clinch the telecasts last fall. He) 


also helped W&L when that agen- 
|cy used the Giants on radio for 
Pabst. 
| Last weekend, apparently, a 
|majority of the committee had 
jagreed on Compton. Mr. Stein- 


Warwick & Legler had been named | up the Blatz account. Later, when|reich is understood to have fa- 


to the account. 
Later, Ruppert officials were to 


deny to reporters that the account | 


had been awarded twice, and to 
different agencies. But Art Flynn 
Associates, which signed the wire 
announcing the Warwick appoint- 
ment, and which handles public 
relations for the brewery and for 
the New York Giants (whose tele- 
casts and broadcasts will be spon- 
sored by Ruppert this year), con- 
firmed that Compton had been 
selected on Friday. 


® The Flynn company’s explana- 
tion is that while Compton was 
the Ruppert selection-committee’s 
choice on Friday night, it was de- 
cided at a subsequent meeting of 
the committee over the weekend 
that Warwick & Legler should be 
appointed because (1) it had 
lengthy experience on the Pabst 
Brewing account and (2) it had 
handled the New York Giants’ 
radio broadcasts for Pabst in 1946- 
47. Thus it had exactly the expe- 
rience the brewer needed, some- 
thing which apparently became 
evident on either Saturday or Sun- 
day. 

Paul Warwick, president of 
Warwick & Legler, when asked 
about the quick switch from 
Compton to his agency, said: 
“Ruppert’s decision speaks for it- 
self; otherwise, I have no com- 
ment.” 


® When Ruppert fired Biow it set 
up a committee of nine to select 
a new agency. This consisted of 
Murray Vernon, board chairman; 
Fred M. Linder. president; Ken- 


Murray Vernon Fred Linder 


neth P. Steinreich, exec vp; John 
J. Waldron, treasurer; William 
Sullivan, secretary; Thomas R. 
Santacroce, vp-sales; J. Joseph 
Taylor, vp-advertising, and Lin- 
coln Allan and John W. Gara- 


Kenneth Steinreich 


J. J. Taylor 


brant, assistant advertising man- 
agers. 

When it became known that the 
brewery was looking for a new 
agency, Ruppert was deluged with 
telegrams, phone calls and per- 
sonal solicitations from agencies of 
all types seeking to handle the 
$3,000,000 account. 

The committee started with an 
initial list of 20 agencies. All but 
six of these were eliminated for 
lack of experience with a beer or 
beverage account, or for lack of 
experience or facilities for han- 
dling sports programs. 


® The six agencies called in for 
discussion and orientation were: 
Compton Advertising; Doherty, 
Clifford, Steers & Shenfield; Dowd, 


|it was definitely established that 
|Biow did not have the Schlitz ac- 
ecunt, Milt Biow requested, and 
was given, permission to make a 
special presentation. 

Each agency was called in in- 
dividually for orientation talks and 
given two weeks to prepare for- 
mal presentations. These were 
heard by the committee during the 
third week. All of the presenta- 
tions were made at the individual 


|vored W&L, and Mr. Vernon con- 
|sidered the two agencies more or 
less of a toss-up. As the matter 
Stood last Friday night, Compton 
had the account. 

| Ruppert’s 56 ad budget will be 
about $3,000,000, about the same 
jas it was in ’55. But 50% of it 
this year will be spent for tv and 
radio, compared with about 40% 
jlast year. It’s expected that about 
118% of the total will go into 


Brewers have been notably rest- 
less in their advertising agency 
connections for the past two years. 
Behind the Ruppert switch lay 
these factors: 

1. Ruppert sales have slipped 
from more than 2,000,000 bbls. in 
*653 to 1,760,000 in ’54, and are ex- 
pected to be somewhat lower for 
| 55. 

2. Ruppert had been with Biow 
Co. since *48, and had undergone 
a renaissance in the New York 
market with the introduction of 
Knickerbocker beer. 

3. Ruppert’s account was either 
resigned or lost by Biow after John 
Toigo signed up the Jos. Schlitz 
Brewing Co. Biow resigned Rup- 
pert, and later resigned Schlitz in 
a personality conflict with Mr. Toi- 
go, his exec vp. The Schlitz account 


The Yeast in the Dough 


then was picked up by J. Walter 
Thompson Co. 


8 4. The Thompson agency had to 
resign Pabst’s Eastside Brewing 
account on the West Coast to take 
Schlitz. The Pabst account shifted 
in the summer from Warwick & 
Legler to Leo Burnett Co., but 
W&L retained Eastside and Hoff- 
man beverages until late fall, when 
it resigned both of these portions 
of the Pabst account. 

5. The Biow Co. reentered the 
bidding for the Ruppert account 
after its resignation of Schlitz, and 
made a strong showing. 

6. Pabst still hasn’t placed its 
Eastside beer account anywhere; 
Hoffman beverages went to Grey 
Advertising Agency shortly after 


the Warwick & Legler resignation. 


agency’s office, except that of 
Dowd, Redfield & Johnstone, 
which made its presentation at 
the brewery. 


® Each member of the committee 
submitted an individual report on 
his reaction to each agency’s pres- 
entation. Major points covered in 
these reports were: Evaluation of 
the caliber of the agency’s person- 
nel to be assigned to the account; 
| scope and number of the agency’s 
|services, such as research, mer- 
|chandising, creative facilities, etc.; 
estimate of the agency’s sports 
background in relation to Ruppert, 
and also of the agency’s experi- 
ence in beverage advertising. 

It was made clear at the begin- 
ning by Ruppert that the rights to 
the New York Giants tv telecasts, 
amounting to about $600,000 a 
year, were not commissionable, 
but that time, talent and outdoor 
advertising in relation to the tele- 
casts were commissionable. 


|® While he was not a member of 


i screening committee, it is un- 


derstood that Arthur Flynn, who 
\became public relations counsel 


|for Ruppert Jan. 1, was active be- 


hind the scenes in the agency 
| selection. Mr. Flynn handles radio 


|newspapers, 7% into outdoor, 2% 
into business papers and 13% into 
point of sale. 

Ruppert’s ’55 sales and earnings 
will not be available until its 


board of directors meets next 
month. Estimates indicate that its 
| barrelage figures for °55 fell off 
|somewhat from °54’s 1,769,000, but 
that ’55 earnings will be slightly 
ahead of '54. 


‘Christian Life’ Names 
Ad Director; Plans Drive 

James W. Carmichael, former 
advertising director of the citrus 
division of Clinton Foods and more 
recently exec vp of the Church 
Evangelism Assn., Corpus Christi, 
has been named advertising direc- 
tor of Christian Life, New York. 
William J. McVey, previously east- 
ern advertising manager of the 
Christian Herald, has been named 
eastern advertising representative 
of Christian Life. Jack Middagh 
has been appointed midwest ad- 
vertising manager and W. E. Boice 
is western ad manager. 

The magazine, with a circulation 
of 60,000, recently began accepting 
non-religious advertising. It plans 
a promotional-merchandising cam- 
paign aimed at consumer and in- 
stitutional advertisers. 


Copyright by 


Videodex Top Ten Spot TV Shows“ 
Jan. 3-9, 1956 


Videodex Inc. 


tNumber of homes tuned to the program. 


tAverage ratio of the number of homes viewing the program 


Man Behind the Badge (65 Cities, MCA-TV) 
*Programs appearing in a minimum of 20 markets. 


16.2 


to the number of tv 


Redfield & Johnstone; Kenyon &| homes in area carrying the program, compositely weighted. 


dara! 
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Harrington 
INSURED RESULTS—Ludwig C. Lewis, 


Jr., North America advertising 
George M. Neil, Poor Richard Clu 
of the Philadelphia Inquirer, and 


vp and director of Insurance Co. 


of North America Companies, Philadelphia, receives a citation from 
the Poor Richard Club for outstanding contributions to insurance 
advertising. Helping him receive the honor are Frank G. Harrington 


and public relations manager; 
b president and general manager 
Warner Shelley, president of N. 


W. Ayer & Son, which handles North America’s advertising. 


U.S. Expects 
More Settlements 
in Anti-trust Suit 


(Continued from Page 1) 
are likely to take a less exacting 
view. 


® Most of the discussion would 
likely be on the kinds of question 
forms the associations may use in 
collecting information, and the 
conditions which will govern the 
distribution of this information to 
publishers. 

Specifically, officials are likely 
to object to some of the questions 
used by some of the associations in 
collecting credit information at the 
present time. One of the contro- 
versial questions, for example, 
would be any question which seeks 
to determine whether the owners 
of the advertising agency are also 
advertisers. Officials feel ques- 
tions of this type can be used to in- 
dicate whether the agency is a 
house agency, and may become a 
device for handicapping the opera- 
tions of house agencies. 


® If and when there is a consent 
settlement with the publisher 
groups—and Justice people feel 
there eventually will be “at least 
some”—the settlement will be 
aimed at eliminating the use of 
credit and recognition systems as 
a means of confining commissions 
to agencies which work for stand- 
ard commission rates and do not 
rebate to the advertiser. The gov- 
ernment also wants to eliminate 
any understanding that might keep 
publications from dealing directly 
with advertisers. 

Like the Four A’s decree, these 
additional settlements will also} 
spell out the right of individual | 
publishers acting on their own to} 
determine the conditions under| 
which they do business. The Four 


No. of Cities in which program Homes % of | A’s decree also specifies that Four 

Rank Program appears and distributor (000)t Homest | A’s may continue to advocate the} 
1 1 Led Three Lives (133 Cities, Guild Films Co.) .........cccsssveseeeesennsnes 6,309 19.4|commission method of compensa- 

2 Dr. Hudson's Secret Journal (94 Cities, MCA-TV) ..... aialie 19.0 | tion. 
3 Highway Patrol (157 Cities, Ziv Television) ............. 18.9 PR Co. Forms Ad Division 

4 Liberace (76 Cities, Guild Fils Co.) .......:cccccccccceeeeees 18.6 Benton Ferguson & Associates, | 

5 Badge 714 (122 Cities, NBC Film Division) ............0v-ssessseseeeneneee 18.3 | rulsa public relations organization, | 

6 Science Fiction Theater (125 Cities, Ziv Television) ................ 17.0 has formed an advertising divi- | 

7 Eddie Cantor (85 Cities, Ziv Television) 16.5 |sion. The new division, Scot’s Ad-| 

8 Guy Lombardo (77 Cities, MCA-TV) ......ccccccccsceresseneeesenenneeeneeennenes 16.4 | vertising, went into operation Feb. | 

9 Confidential File (66 Cities, Guild Films Co.) 6.3 11. Charles A. Arnold, formerly 

10 Cisco Kid (73 Cities, Ziv Television) ......ccccoeeeusosssseeennnnnnennnnnnee 2|copy supervisor, and Mrs. Rosana 


| Rozsa, formerly traffic secretary of 
|Watts-Payne Advertising, have 
|joined the new group as director 
lof creative services and executive 
lcoeseiaie, respectively. 


‘Breakfast Club’ 
Lures Three More 
into Radio Medium 


Cuicaco, Feb. 10—American 
Broadcasting’s “Breakfast Club” 
is proving to be quite a lure for 
new network radio advertisers. 

This week the early-morning 
broadcast, which is now sold in 
five-minute segments, brought 
three more new names into the 
medium. Cameo Curtains (Friend- 
Reiss) bought three segments 
weekly starting March 26. Renuzit 
Home Products Co. (Arndt, Pres- 
ton, Chapin, Lamb & Keen) is car- 
rying two five-minutes weekly. 

Jelsert Co. (L. W. Ramsey Co.) 
will be a Friday sponsor on 
“Breakfast Club” starting May 25. 
Featured products will be Aunt 
Wick’s instant mixes and Fla-Vor- 
Aid. 

Other advertisers who are using 
this show as their first network 
radio vehicle are: La Choy divi- 
sion, Beatrice Foods Co.; Sta-Nu 
Corp.; Magla Products Co.; Dixie 
Cup Co.; Sandura Co., and Rust 
Craft Publishers. 


Delta, Southern Share Ads 
Delta Air Lines and Southern 
Airways have a joint campaign to 
further interline business between 
the two companies. Newspaper ads 
and 20-second spot radio an- 
nouncements will be used in 12 
cities served by Southern. The ads 
will feature Delta’s recently in- 
augurated Washington-New York 
service via Atlanta. The program, 
covering 23 weeks, is handled by 
Day, Harris, Hargrett & Weinstein, 
Atlanta, Southern’s agency. 


WALLACE H. HUSTED has been named 

creative director of Geoffrey Wade 

Advertising, Chicago. He was for- 

merly with the Chicago office of 
Grant Advertising. 
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Summertield Wants 
Postal Rate Hike for 
‘Needed Expansion‘ 


WASHINGTON, Feb. 9—Postmas- 
ter General Arthur Summerfield 
called in the working press today 
in the hopes of building a bonfire 
under members of Congress who 
are sitting on his plan for higher 
postal rates. 

For one hour and 20 minutes 
Mr. Summerfield briefed newsmen 
on the department’s fiscal and 
facilities problems. Backed by the 
whole top echelon of business ex- 
ecutives who have been brought 
into the department since 1953, 
and surrounded with charts, mod- 
els and large illustrated displays, 
he argued that the Post Office 
lacks funds for the renovations 
that are necessary in order to con- 


See Your Chevrolet Dealer 


tinue providing good mail service. | 


Briefly, this was his argument: 
Since 1938 there has been al- 
most no money for buildings and 
facilities. In the meanwhile, vol- 


ume has doubled, and millions of | entine’s 


new homes have added to postal) 


routes. Newsmen were given large 
spiral binders containing the de- 
partment’s presentation. The fold- 
er was liberally illustrated with 
pictures of over-crowded and out- 


moded post offices from many 


parts of the country. 


® The Postmaster General said 
part of the five-year program to 
renovate and expand the depart- 
ment’s facilities will be put up 
by private industry, but that $133,- 
000,000 a year is needed for the 
improvement and re-equipping of 
government and leased facilities. 
He contended that the government 
cannot afford to do the job unless 
Congress agrees to higher postal 
rates. 

To newsmen he made it clear 
that the program would mean, 
thousands of new buildings in all 
parts of the country. “No congress-| 
man will be hurt by voting for this | 
program,” he said. “The public | 


tty—Love and Valentine’s Day go 
together, figures Chevrolet, and 
“USA loves Chevy” in this ad 
scheduled in newspapers on Val- 
Day. Campbell-Ewald, 
Detroit, is the agency. 


GM's Kettering Gets 
Silver Quill Award 


WASHINGTON, Feb. 10—Charles 
‘F. Kettering of General Motors 
| received National Business Pub- 
|lications’ Silver Quill award at 
the association’s annual “State of 
|the Nation” dinner here this eve- 
ning. # 

| The presentation to “my warm 
|friend and most respected com- 
|petitor” was made by P. L. Col- 
|bert, president of Chrysler Corp. 
| Mr. Kettering was cited for “most 


| distinguished services to the busi- 


ness and industry through re- 
search.” 
Former President Herbert 


Hoover, who was last year’s re- 
cipient, served as chairman of the 
selection committee. 


will not object to paying higher * An estimated 1,200 publishers 
rates when it realizes that we will|and their guests attended. Among 
then be able to build newer fa-|the government leaders who an- 


cilities in their communities, and 
improve the service.” 


® His rate program, forwarded 
to Congress by the President two 
weeks ago, calls for a 4¢ letter, 
7¢ airmail, 2¢ bulk third class and 
two successive annual 15% raises 
in second class rates. Total new 
revenue would amount to $406,- 
500,000, with $295,000,000 of it 
from the unpopular 4¢ first class 
letter. 

Mr. Summerfield created sub- 
stantial discussion this week by 
assuring congressional leaders that 
some of the large publishing or- 
ganizations intend to support the 
rate proposals. Today he said 
newspaper editorials collected by 
the department during the past 
18 months favor the rate increases 
by 3 to 1. 


® Meanwhile, the rate program 
was on dead center on Capitol 
Hill despite a report from the 
House appropriations committee 
charging that existing rates “are 
woefully inadequate.” 

In floor debate, Rep. Tom Mur- 
ray (D., Tenn.), chairman of the 
House appropriations committee, 
was told that the appropriations 
committee unanimously endorsed 
the idea of a rate increase, but he} 
failed to get assurance that mem-| 
bers will support the increases) 
proposed by Mr. Summerfield, in-| 
cluding the 4¢ letter, if the issue 
reaches the House floor. 


Friedman Joins Christopher 
Jerry Friedman, formerly with 
Warner Bros. and Lane-Bender, 


has been named art director of 
Allen Christopher Co., New York 
agency. 


|swered questions about the state 


of the union were the Secretaries 
of Interior; Agriculture; Health, 
Education and Welfare; Army; 
Navy; Air Force, and the Deputy 
Postmaster General, Under Secre- 
tary of Commerce and the chair- 
man of the Atomic Energy Com- 
mission. 

Industry leaders who “reported” 
to the dinner included C. H. 
Greenewalt, president, E. I. du 
Pont de Nemours & Co.; J. H. 
Carmine, president, Philco Corp.; 
H. E. Humphreys Jr., president, 
U. S. Rubber Co.; Dr. Allen 
Thomas, president, Monsanto 
Chemical Co.; T. M. Evans, pres- 
ident, H. K. Porter Co.; Roger M. 
Kyes, vp, General Motors, and 
Russell Kelce, president, Sinclair 
Coal Co. 

Rufus Choate, president of 
Scott-Choate Publications Inc., 
and chairman of the board of 
NBP, was master of ceremonies. 

Marshall Haywood Jr., president 
of Haywood Publications, was 
vice-chairman of the _ selection 
committee. 


Robertson Promotes Two 

D. Thomas Kennedy, advertising 
manager since May, 1953, has been 
appointed to the new position of 
sales promotion manager of Ro- 
bertson Photo-mechanix Inc., Chi- 
cago. Edward C. Stern, who joined 
Robertson’s advertising depart- 
ment last December, has been 
named advertising manager. 


‘American Engineer’ Moves 

American Engineer, published by 
the National Society of Profes- 
sional Engineers, Washington, will 
move into the Society’s new build- 
ing at 2029 K St. 


Last Minute News Flashes 


Coats & Clark Launches Largest Zipper Drive 

New York, Feb. 10—Coats & Clark Sales Corp. in the “largest zip- 
per campaign in history” will introduce two new zippers—a 9” length 
for skirts and a 14” length for dress plackets—this spring and fall. 
Full-color pages and double columns will appear in Farm Journal, 


‘t McCall’s, Modern Miss, Woman’s Day, 4-H Club News, the five pat- 


tern and the five home economics books. A spot tv campaign will star 
local celebrities. On network tv, about four spots a week are planned 
for ABC’s film festival. Kenyon & Eckhardt is the agency. 


#|Perona Named Ad Manager of Fleischmann 


New York, Feb. 10—Lucien Perona, former executive assistant ad- 
vertising manager of National Distillers Products Corp., will become 
advertising manager of Fleischmann Distilling Corp. Feb. 15. He 
succeeds William Bijur, who is joining Ogilvy, Benson & Mather (AA, 
Feb. 6). 


Doherty, Clifford Gets Cigar Institute from B&B 


New York, Feb. 10—Cigar Institute of America has appointed 
Doherty, Clifford, Steers & Shenfield to replace Benton & Bowles, 
| which has resigned the account effective Feb. 15, after handling it for 
six years. 


Gus Pfleger Leaves Y&R, Joins Leo Burnett 


Cuicaco, Feb. 10—Gustav W. Pfleger, formerly a media buyer for 
Young & Rubicam, Chicago, has joined Leo Burnett Co., Chicago, as 
a media group supervisor. 


Four Roses Will Introduce a Gin 


New York, Feb. 10—Four Roses Distillers Co. will introduce a Four 
Roses gin probably within the next 60 days. Young & Rubicam will 
handle. 


Guttenberg, Calvert Ad Director, Leaves 


New York, Feb. 10—E. E. Guttenberg, vp and director of advertis- 
ing and sales promotion, Calvert Distillers Corp., has resigned effec- 
tive Feb. 15. He has been with Calvert for 20 years and was named 
a vp two years ago. His future plans have not been announced. 


Harris Named Ad Director for TPA 


New York, Feb. 10—Elihu E. Harris, former ad director for the 
savings bond division of the U.S. Treasury, and last with Screen Gems 
as director of advertising, has been named ad director for Television 
Programs of America, film producer-distributor. 


Reinhold Names Chester Gore Advertising 


New York, Feb. 10—Reinhold Publishing Corp. has appointed Ches- 
ter Gore Advertising to handle its book division. Waterston & Fried— 
now Waterston & Frisch—is the previous agency. 


Teb Research Names Gardner; Other Late News 


e Teb Research & Development Co., Atlanta, has appointed Fred 
Gardner Co., New York, to handle the first retail advertising for Teb, 
a waterproofing shoe polish and leather conditioner. The company has 
previously sold only in bulk to the trade. The product will be first 
introduced in the metropolitan New York area through trade papers, 
newspapers and radio. Additional markets will be added late». 


e Pfaelzer Bros. Inc., Chicago meat purveyor, has reassigned its ad- 
vertising to Slauf Advertising, effective April 1. The account formerly 
was handled by the McCarty Co., which reportedly is pitching for a 
conflicting account. Slauf served as Pfaelzer’s agency for five years 
prior to July, ’55. 


e The television industry’s salute to advertising, a 15-minute film 
featuring Jackie Gleason, Sid Caesar and John Daly representing the 
three major networks, will headline the Advertising Federation of 
America’s kick-off for National Advertising Week, Feb. 19 through 25. 


@ More than 750 people paid tribute to Wilbur VanSant, president 
of VanSant, Dugdale & Co., at a testimonial luncheon given by the 
Advertising Club of Baltimore Wednesday. Mr. VanSant, who has 
served the past two years as president of the Baltimore Assn. of Com- 
merce, was awarded an adclub placque by Gov. Theodore McKeldin. 


® Robert D. Levitt, who resigned as publisher of The American Week- 
ly, in September (AA, Sept. 19, 55), has been named to the new post 
of national sales director of Screen Gems, ty film producer-distributor. 
He will concentrate on lining up sponsors for the company’s 13 new 
shows for the 1956-57 season. 


® Chef Boy-Ar-Dee pizza pie mix, on the market for about a year, 
breaks its first magazine advertising in Life, Feb. 20, with a four- 
color spread. Color pages are scheduled for subsequent issues. Made 
by American Home Food Products, the mix has previously been pro- 
moted in newspapers. Young & Rubicam, New York, is the agency. 


were up 90% over 1954 levels. 
Among the new shows to be of- 
fered for national sale or syndica- 
tion: “The Legionnaire,” starring 
Merle Oberon; “Man from the Is- 
land,” an adventure series set in 
the South Pacific; “Richard the 
Lion Hearted,” “Sir Francis 


CBS-TV Film Plans 
to Offer 12 New 
Shows This Year 


New York, Feb. 7—CBS Televi- 
sion Film Sales will add several 
new shows to its list of properties 
in 1956. 


Leslie Harris, vp and general | character. 


Drake,” and “Red Ryder,” which 
will be based on the comic strip 


manager, reports that 12 programs 
are in the works for sale this year. 
They will include new productions, 
now under way, or soon to begin 
in Hollywood, England and North 
Africa, as well as re-runs of net- 
work shows. 

Mr. Harris said the impetus for 
this expanded schedule came from 
last year’s record sales, which 


First re-run package announced 
is “Under the Sun,” a selection of 
film features from “Omnibus.” | 
William Saroyan will be master of 
ceremonies for the Ford Founda- 
tion produced vidfilms, which are 
on sale now. Re-runs of “Gun- 
smoke” also will be made avail- 
able for syndication. Other titles 
have not been made public. 


81 


Foote, Cone Will 


Handle the New 


Ford Car Account 


(Continued from Page 1) 

Foote, Cone will handle adver- 
tising for the special products di- 
vision and other advertising spon- 
sored jointly by the division and 
the dealer organization that will be 
recruited to handle the sale of the 
new car. 

It is estimated that the new ac- 
count will bill about $12,000,000 
per year. This is considerably more 
than the $9,000,000 in billings 
Foote, Cone lost in the spring of 
1955, when the General Motors’ 
Frigidaire account left it after 20 
years to go to the Kudner Agency 
(AA, Aug. 22, °55). 

Actually, Frigidaire totaled $16,- 
000,000 with the “coliateral’’ ad- 
vertising given to FC&B—but nev- 
er handled by the agency—about 
five weeks before it lost the ac- 
count. 

Although actual billing on the 
account will not start for some 
time yet, it is believed that Ford 
and its new agency will operate on 
some form of retainer basis until 
the new car billings actually start. 


® Ford said that there were no 
one or two “major factors” that 
led to the selection of FC&B, but 
simply a combination of things 
that the agency was able to offer 
that led to its selection. 

At least two factors that prob- 
ably helped tip the scales in favor 
of FC&B were: 

1. The agency is in a strong posi- 
tion from the standpoint of per- 
sonnel to work on the account be- 
cause it still has many of the peo- 
ple who worked on the Frigidaire 
account before it moved to Kudner. 

2. Foote, Cone has several offices 
across the country. All three of 
Ford’s other agencies—J. Walter 
Thompson, Kenyon & Eckhardt 
and Young & Rubicam—maintain 
a varying number of offices to 
service their respective parts of the 
Ford business. Despite the fact 
that it has some offices now, it is 
expected that Foote, Cone will 
open several additional ones—-in- 
cluding, of course, one in Detroit. 

Now that it has settled on an 
agency for its new car, Ford’s spe- 
cial products division will be able 
to devote more time to still anoth- 
er project—locating an advertising 
manager for the new car. 


es J. C. (Larry) Doyle, general 
sales and marketing manager for 
Ford, paid tribute to the agency 
applicants for the “general excel- 
lence of the presentations.” He 
said the committee making the 
choice felt “that American business 
and our nation’s economy must be 
in pretty good merchandising 
hands.” 

The presentations were heard by 
a panel of division and Ford Motor 
Co. executives which included 
Richard E. Krafne, division gener- 
al manager; Robert F. G. Cope- 
land, then director of product ad- 
vertising and sales promotion for 
|the company but, since Jan. 1, as- 
sistant general sales manager of 
| the division; C. Gayle Warnock, di- 
|vision public relations manager; 
| Ben R. Donaldson, director of com- 
| pany institutional advertising; Du- 
lane Freese of the company’s legal 
staff, and Mr. Doyle. 
| The panel was impressed by the 


\fact that a number of agencies, 


after examining the job to be done, 
asked that they not be considered 
because they felt they could not 
take the account and still do jus- 
tice to present clients, Mr. Doyle 
said. 

“This honest appraisal makes us 
think more of an agency, not !ess,” 
he said. ‘ 
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HELP WANTED 


THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline, Chicago office, Wednesday 
noon 5 days preceding publication date. Display classified takes card rate of | 
$15.50 per column inch, and card discounts, size and frequency apply. 


HELP WANTED 


HELP WANTED 


SPACE SELLER wanted by one of world's 
leading, old established international pub- 
lication. Experience in export advertising 
field requested. 

Box 8189, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


BARNARD'S —- NATIONWIDE 
CONFIDENTIAL LISTING 
Ady. Art Publ'g Research 
Wa 2-2306 202 S. State Chicago 


DO YOU QUALIFY? 
We need a top promotion manager for 
circulation and advertising sales on new 
magazine, outgrowth of long established 
publication To be published in six 
months. Above average starting salary. 
Age 25-45. Send detailed resume of per- 
sonal and business background including 
marital status, religion, military service, 
education etc. All replies confidential. 
Box 8190, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ARTIST for HONOLULU 
Young man, several years agency or art 
service experience, to do crisp layouts, 


| helpful); if you'd like to be a key mem- 


| quirements in your first letter please. 


SEASONED COPY - CONTACT MAN 
If you're a versatile creative man, par- | 
ticularly experienced in writing technical | 
industrial copy (electrical experience | 
ber of a growing agency; if you have 
a yearning to move your family to a 
pleasant community away from the big | 
city scramble; if you rate a good salary | 
because of the sales-making, client-pleas- | 
ing material you've already proved you 
can produce—if it’s you we're talking 
about, contact us quickly. Excellent op- 
portunity coming up. Give us a complete 
resume and state approximate salary re- 


Box 8192, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING COPYWRITER. : 
Young man, or woman, for top mid-west- 


|} ern department store, in pleasant culture- 


| minded city 


finishes for top Island and national 4A | 


accounts. Ideal working conditions, with | 
| Advertising Sales Manager 


unlimited future. Airmail resume, stating 
salary requirements. Send tear sheets of 
published work. Baird Associates, 649 
Sheridan St., Honolulu i4. 

Artist—Potential Art Director—Someone 
permanent to grow with new company. 


4 man staff-take charge of all art and | 


production. Bonus, insurance, pension, 
etce.—-we want a team man. 

RECORD ADVERTISING AGENCY 
FAIRBURY, ILLINOIS 
MOLENE PERSONNEL 

SPECIALIST IN GOOD JUDGMENT 

ANdover 3-424 
BANKERS BLDG. CHICAGO 3, ILL. 


YOUR CLASSIFIED 
ADVERTISEMENTS HERE 
WILL GET RESULTS 


Strong Retail or Merchan- 

dising experience, particularly in apparel. 

Salary, $300 to $350 monthly. Write us of 

your education and experience! 
Box 8195, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


If you are capable of developing adver- 
tising selling plans, managing and super- 
vising five-man sales staff and coordin- 
ating promotion and research, a leading 
Chicago business publication in vital in- 
dustry has an attractive opening for you. 
Must be capable of handling some key ac- | 


| counts and able to competently coordinate 


and direct activity of department. Please 
give full business and personal details, 
including salary. All replies confidential. 
Box 8194, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
COPY WRITER — BUILDING PRODUCTS 
Rewarding opportunity for experienced 
creator of crisp copy approaches to ar- 
chitects, builders, dealers and consumers. 


Famous name accounts. Agency copy 
writer in thirties preferred. Location, 
Cleveland. 


Box 8196, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


We have an opening for an ex 
research in our Chicago office. 


benefits 


ested 


59 East Madison Street 


see ‘agua 
MARKET AND SALES RESEARCH 


pprtomnes, young woman as director of 
f you are now working in the research 
department of an advertising agency, or of a manufacturing company, 
and understand how research is used in marketing and selling, you 
may be interested in this position. 

The young woman we have in mind, will be charged with the respon- 
sibility of gathering data and initiatin 

own sales staff, and our advertisers. 4 
niques and statistical methods is important, but more important is an 
understanding of how these techniques apply to selling. 

The salary will be based on experience, and increases in salary will 
follow, as value to the organization increases. Liberal employee 


If you feel you have the qualifications for this position, and are inter- 
in discussing it with us, please outline your educational and 
research experience, in a letter to: 

MIDWEST FARM PAPER UNIT 


research projects u by our 
knowledge of research tech- 


Chicago 3, Illinois 


P.R. GIRL 


Publicity-minded woman desires 
challenging public-relations po- 
sition in Chicago area. Flair for 
long-range planning and getting 
things done. Know-how ac- 
quired with three nationally- 
known companies. Degree in in- 
dustrial economics. Let’s talk it 
over. Box $10, Advertising Age, 
200 E. Illinois St., Chicago 11, Ill. 


ACCOUNT EXECUTIVE 


Large Midwestern advertising 
agency (not Chicago) has open- 
ing for account executive with 
gasoline and oil marketing back- 
ground. Experience with an 
agency in copy-contact on a ma- 
jor petroleum account, or in the 
advertising department of a 
large gasoline and oil marketer, 
required. Starting salary in the 
lower five-figure range. Box 808, 
Advertising Age, 200 E. Illinois 
St., Chicago 11, Illinois. 


1325 N STREET 


Address reply to Arthur F. White, Personnel Manager 


AYRES, SWANSON AND ASSOCIATES, Inc. 
ADVERTISING 


ACCOUNT 


CREATIVE DIRECTOR, South.... 


Adman-Copy writer 
All-round copywriter with a signif- 
icant share of his experience in creat- 
ing hard-sell mail and space advertis- 
ing. Should be able to do own layouts 
to guide production. Prefer back- 
ground in books, magazine circulation 
and promotion, business services-but 
other relevant mail selling experience 
considered. Definitely not for an ap- 
prentice, this post is for the man who 
has tested his talents, focused his 
interests and can prove, with record 
and samples, that he’s ready to take 
a crack at the future with a crack 
advertising sales division. Starting sal- 
ary $5000-$6000. Answer ad in confi- 
dence—our staff knows of it—and 
really let yourself go. Box AA 1716, 
221 W. 41 St. N.Y. 36 


ADVERTISING 


PUBLIC RELATIONS, Agct exp. $7000 
RADIO-TV COPY, agency. $12, 
DIRECT MAIL SUPYV, letters... ..$7500 


COPYWRITER, Consumer exp...to..$20,000 
$10,000 
COPY DIRECTOR, Consumer exp...$12,000 
INDUSTRIAL WRITER, agency. $9000 
WRITER, Chemistry, Physics exp.....$6000 | 
SHAY EMPLOYMENT AGENCY 
30 W. Washington Chicago 2, Illinois 
SALES TRAINEE for trade paper public- 
ation house. Willing to transfer to New 
York City after 6 months. Prefer promo- 
tion-minded man with engineering sense 
who can grow into advertising space sales- 
man. If you have the proper qualifications 
and are eager to start at bottom of a grand 
opportunity—this is it. Give complete de- 
tails of age, experience, education. 
Box 8027, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


IMMEDIATE OPENING! 
Art and Production Editor. Position car- 
ries responsibility for designing periodi- 
cals (including a national monthly mag- 
azine), pamphlets, advertisements, etc.; 
executing art work, layouts, copy mark- 
up and paste-ups; following through with 
printer of all phases of production of 
letter press and offset materials. Salary, 
$5,500-$6,000. Write or phone Adult Ed- 
ucation Association, 743 N. Wabash Ave., 
Chicago 11, IL. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 

GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. HA 17-1991 Chicago | 


| 


NEED A | 
COPY CHIEF? | 


IF you want a man with 18 years’ 
experience on a wide variety of 
accounts in top agencies .. . 

—a man who is strong on all 
media and TV production ... 
—who combines sound thinking 
and merchandising with unusu- 
al ideas... 

—who can direct your creative 
staff with a proven advertising 
philosophy and engaging per- 
sonality ... 

HE will consider leaving his 
present ition of Copy Chief 
in the Chicago office of a large 
Agency for one offering greater 
challenge to his ability and ex- |! 
perience. Prefer Chicago loca- 
tion. 


POSITIONS WANTED 


Advertising Age, February 13, 195 


REPRESENTATIVES WANTED 


PUBLISHER'S ASSISTANT 
Long, varied experience in trade publi- 
cation field. Thoroughly versed in editing, 
| writing, circulation promotion, sales cor- 
respondence, production. Strongly sales 
| minded. Feel growing pains. Seek em- 
| ployer who can use diversified knowledge 
to best advantage. Chicago location. 

Box 8185, ADVERTISING AGE 


Established Engineering Journal in pow cea 
field desires aggressive advertising repre-@ 
sentative to cover Mid Western Statesiq 
Good opp. for a man or team now rep4m 
resenting a few Industrial publs. to add 
a solid performer. Need someone wham 
wants to do more than just service exist] 
ing accounts. 
Box 8197, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


| 
| 200 E. Illinois St., Chicago 11, Illinois 
MARKET ANALYST SEEKS FUTURE 
| Aggressive, mature, young man, desires 
| position as Research Analyst with Indus- 
|try or Advertising Agency. 10 years di- 
| versified experience in industry includes 
| Market Research, export sales and con- 
| tract Administration 
married. 
| Box 8186, ADVERTISING AGE 
| 200 E. Illinois St., Chicago 11, Illinois 
|CREATIVE ART DIRECTOR—MIDWEST 
1l yrs. top experience large Mfg. in layout 
|& Art buying. Working wide variety of 
| Industrial Chemical Products. Can double 
in Production. Desires challenging spot 
| with progressive Agency or Manufacturer. 
| Salary $11,000. 
Box 8188, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y 
MERCHANDISING AND 
SALES PROMOTION DIRECTOR 
I've done it. I can do it. I'm doing it now. 
Let me do it for you. Will re-locate. 
Box 1807, Wilmington 99, Del. 
FARM ADVERTISING director, Chicago- 
land, needs new mid-west or other op- 
portunity. 10 yrs. solid p.r., merchandising 
& promotion exp. with mfgrs. & media. 
Resume on request. 
Box 8198, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
GRAPHIC ARTS MECH. PRODUCTION 
Know art, type, plates, schedules, costs in 
litho, letterpress, publ. and package. 
Worked in agcy. engrav. print. and publ. 
Box 8039, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
COPYWRITER-DIRECT MAIL 


| Complete campaigns—all phases. Mfg. & 


Ad Agency exp.-cons. gds., services, elec- 
tronics. 

Box 8056, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y 


if you're looking for an ad-wise 
| CREATIIVE ART DIRECTOR... 


my 16 yrs. exp. as agency art director & 
layout man, designer may be your answer! 
Box 8200 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
EXPERIENCED PRODUCTION MGR. 
A-1 organizer. Agency or Ad Dept. $8,000 
Box 8187, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING 
COPYWRITER 


We are offering an unusual oppor- 
tunity for an experienced young 
man (age 28 to 36) as senior copy- 
writer for a fast-growing, medium- 
size advertising agency. He should 
be well-seasoned in tackling a cli- 
ent’s problems quickly and easily— 
and providing imaginative, intelli- 
ent solutions to them. Chances are, 
e is now a promising creative man 
with an agency—and wants to keep 
heading up. We offer excellent em- 
ployee benefits, including bonus and 
profit sharing plan. Write, giving 
personal data, experience and earn- 
ing record. 

Box 811 ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


Box 809 ADVERTISING AGE || 
200 E. Illinois St. Chicago 11, Ill. 


EXECUTIVES | 


This expanding agency offers exceptional oppor- 
tunities to three account executives in its multiple 
office locations. Applicants should have good back- 
ground in advertising, sales promotion, and public 
relations. Desired ages are between 30 and 45 years. 
Stabilized income plan also offers attractive in- 
centives. Please submit complete personnel data in 
letter form accompanied by a recent photo and at 
least three references. Your application will re- 
ceive immediate, confidential consideration. 


LINCOLN, NEBRASKA 


management to continue progr 
for at least 10 years. My backg 
ing and sales, consumer produc 


my background and proposal. 


200 E. Illinois St. 


BUSINESS EXECUTIVE... 


seeks opportunity to talk to owner of moderate size Agency 
(in midwest) who plans retirement by 1960 and wants able 


man wants to discuss plan to purchase important share over 
period of years and continue to have consulting relationship 


tially to protect your identity until you are satisfied regarding 


Box 805, ADVERTISING AGE 


essive growth of agency. This 


round over 10 years advertis- 
ts. Suggest attorney write ini- 


Chicago 11, Illinois 


WRITER EDITOR... 


for growing agency 
department. May now be head of 
tion management, marketing and 


level. Business paper or financial 


or phone. All replies confidential. 


Marketing 
450 East Ohio Street 


Expansion of our agency requires experienced man for publicity 
executive in publicity firm. He should have broad grasp of corpora- 
stand technical subjects and translate them easily to general reader 


your experience, qualifications, personal data and earnings require- 
ments in a concise, organized letter. Please do not send samples, 


Robert F. DeLay, vice president 
BURNETT & LOGAN, Inc. 
Advertising 


technical, financial 


publicity staff... 


agency publicity department, or 
financial policy. He must under- 


page experience helpful. Write 


We will acknowledge promptly. 


Public Relations 


Chicago 11, Illinois 


College graduate, | 
| Well 


| 


|New Legal Publication needs advertising# 
| representative. Part-time commission Ba-]J 


sis only. The Practical Lawyer, 133 South 
36th Street, Philadelphia 4, Pa 4 
REPRESENTATIVES AVAILABLE 
PUBLISHERS REPRESENTATIVE 
established Chicago Rep. covering 
about one third of his 
to an additional trade 


Mid West has 
time to devote 
paper. 

Box 8191, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


BUSINESS OPPORTUNITIES 


Maintain a Permanent Phone and Mail- 
ing Address at Mail Center, 216 W. Jack- 
son, Chicago, Llinois. 
Three Months $10.00 plus 
postage, FRanklin 2-7876 
INTERESTED IN MERGER? 
Chicago agency with excellent credit 
standing and recognition billings 
about % million . . . will discuss possibil- 
ity of merger with agency of comparable 
size. Write for convenient meeting. 
Box 8199, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Industrial Businesspaper Wanted 
Long established publisher wishes to add 
a successful paper in the industrial field 
The field must be a broad one and the pa- 
per showing a profit. Will retain present 
personnel. Address in confidence. 

Box 8071, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y 


AGENCY MERGER 
Completely staffed, fully recognized Chi- 
cago agency with over $200,000 in billing, 
(and definitely a money-maker), interest- 
ed in merger with similar organization. 
Objective pool resources increase profits. 

Box 8193, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MISCELLANEOUS 


YOUR PRODUCT placed on National & 
Los Angeles Giveaway Shows at low cost. 
We also arrange film stars Endorsements. 
Write Roberts & Gail, 5880 Hollywood 
Bivd., Hollywood 28, Calif. 

COLOR COUNSEL 
99.3% accurate color advice for mfgrs. 
and advertisers. Weekly Chicago calls. 
IRWIN DETCHON, 313 East Wabash Ave- 
nue, Crawfordsville, Indiana. 

ARTIST'S STUDIO 
Ad Agency will practically “give away” 
space, top loop office, to artist group or 
small studio. Can guarantee $8 to $20,000 
work, Air conditioned. Plenty work avail- 
able in building and immediate area. Call 
DEarborn 2-4446. 


forwarding 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 
187 N. LASALLE, CHICAGO ILLINOIS 


COMMERCIAL 
INDUSTRIAL 


PUBLICITY 
CONVENTION 


ART DIRECTOR 


with creative ability to direct, 
lan, make quick visuals. Must 
now production and typography. 
A challenging opportunity for ex- 

rienced, energetic man with 
ouston’s largest locally owned 
4-A agency. Send resume of 
background, samples of work, 
and starting salary expected to 
Aylin Advertising Agency, 904 
Lovett Blvd., Houston 6, Texas. 


CREATIVE HEAD 
SEEKS SUN 


Creative v.p. of creative major 
agency is looking south and 
west for new clients and new 
climate. Successes nationally 
recognized and respected. Di- 
rects and personally writes for 
all media. Sought after in pres- 
ent locality, but desires change. 
Income requirements high, but 
will negotiate mutually-advan- 
tageous financial arrangement. 
Personal visit possible during 
spring vacation, depending on 
location. Confidences exchanged. 


Box 804, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 
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Advertising Age, February 13, 1956 


From Coast to Coast it’s 
THOMAS PERSONNEL 
for 
Advertising 
Acct. Execs. - Copy - Layout - Artists 
Merchandisers - Media, etc 
Personalized Service 
8 So. Michigan Ave. - Chicago - FR 2-6230 


PROPER REPRESENTATION 
—, 


COPY WRITERS 


Frank Lavalle provides service for 
employers and applicants in the field 
of Advertising. He’s at 


CORNELL PERSONNEL, INC. 
14 E. Jackson Chicago WAbash 2-8550 


ONE MAN AGENCY 
$175,000 BILLINGS 


over half on one account—looking A. Ba 
agency where his new business 
creative thinking, publicity, copy 
merchandising can do a more effective jo joy. 
Interested in agency which particularly 
needs new page Pp 

Box ADVERTISING AGE 
200 E. Tilinots st Chicago 11, Il. 


Confidential Nation-W ide 
Account Executive .......«. 
Heavy Chem. Bkgd. Admin. 
Account Executive ........ $18, 
Exp. in gas appliances 


Adv. Sales Prom. Mgr. ....$15,000+- 
Solid exp. in foods 
CO x00 0040 40050008 $12,000 
adio TV exp., 4-A Ad Agency 


CLEM 


BETTY 
DRAKE PERSONNEL, INC. 
220 S. State St. Chicago HA 7-8600 


PACKAGE DESIGN 
SALES EXECUTIVE 


One of the largest package design con- 
sultants in New York has an opening for 
® sales executive to — —~ 9m 
known manufacturers of packag 
chandise. He should have the following 
background and characteristics 
Substantial experience in packaged mer- 
chandising, materials and techniques and 
ability to use this experience effectively. 


. Able to verbalize ideas rapidly 
whether oral or written. 
Ability to understand motives of others 
and to size complicated human rela- 
tions situations. Enjoy contact work and 
find persuading others rewarding. Abie 
to work with sustained concentration and 
to pay proper attention to both details 
and the overall aspects of the job. An 
effective organizer and administrator able 
to grow into a position of top level re- 
Pp bility and deci making. 
Our staff knows of this ad. Replies will be 
held in strict confidence. 

Box 813 ADVERTISING AGE 


480 Lexington Ave. New York 17, 


N.Y. 


“Our 45th Year” 
WE NEED COPY WRITERS 
For agcy. staff positions all over the 
USA on_ industrial and consumer 


accts. Salaries to $15M. Submit ab- 
stracts in perfect confidence. 


GLADER CORPORATION 
“The Agency’s Agency” 


Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE. 6-5353 Chicago 


MAYBE YOU 
ARE THIS 
COPYWRITER 


(We sure hope so!) 


Oneida Ltd. Switches to Women’s 
Magazines i in ‘Prestige’ Silver Drive ‘ 


(Continued from Page 3) 
different types poses some thorny 
marketing problems. 


In the case of Oneida, very 


tribution to Oneida’s volume. 


lines have taken over much of the 
market formerly held by 


plate or sterling. 


years. Traditionally it follows a 
media policy designed to assure 


zine or group of magazines. 


® It will usually stay with a mag- 
azine for a long period to gain this 
dominance. For many years, prior 
to 1946, it ran a regular schedule 
in The Saturday Evening Post. It 
then shifted its main emphasis to 
Life, where its ads have been run- 
ning regularly for the past 10 
years. Last year it used seven Life 


pages. 
Oneida, in the past, also has 
been “back cover minded.” Mr. 


“We used to own 
number of back 


Sanderson says: 
a_ substantial 
covers.” 
Oneida also took a flyer in tv 
for two seasons, through partici- 
pations on the National Broad- 
casting Co. “Home” 


of money is needed to dominate 


that tv proved unsuitable for the 
display of silverware patterns. 
Under its new media approach, 
Oneida will steer clear of general 
magazines such as Life and SEP. 
Instead, it will step up the num- 
ber of insertions and concentrate 


COPY 


co you aunt Gens on aeons? mae 
perience? Are you de - 
able? Want ermanency Want qved 
income? e’re looking for you. 
Write Midwest Agency. 
Box 803 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Iljnois 


YOUR SAN FRANCISCO OFFICE? 


aos | 
San Francisco agency man estab- 1 
lished 10 years with excellent repu- | 
tation. $250,000 billing in food, auto, | 

construction. Will gy Pe 
Western accounts (S.F. or L.A.) or l 
consider merger. Staff of oe I 
more billing to grow. Financially | 
| 


soun 
Box 807, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Til. 


j------ nH 


You're with an advertising agency or | 
department now; have been for three | 
—four—five years. You like to write, | 
almost as much as you like to pro- | 
duce ideas. You're the kind of writer 
that layout men prefer, because you 

think visually—when your words | 
are there, the picture’s there, too. | 
You're looking for more responsibil- | 
ity, more opportunity—or maybe 

just a change. And you hope to 

heaven your next job gives you a) 
crack at iinet 


- . * - * ? . ~ 
Sound like you? Then let’s hear 

you. Jan Tangdelius, Executive 

ice President, Fulton, Morrissey | 


Compare, 612 North Michigan Ave., 
Chicago 11, DElaware 7-6367. 


The Midwest's 
B | pias H outstanding placement 
; : service for Adv.- Art & 
Executive ollied fields. 
Placement By appointment only : 
Counselors innit a. 
We Want A 


SELLING COPYWRITER! 


This is a spot for a copywriter 
who has been labeled a 
“junior” but who actually 
could handle senior assign- 
ments with a little coaching. 
We are a “Johnny-come- 
lately” ._— y of only sixteen 
people, but with big name 
accounts, and headed by vet- 
erans with big name contacts. 
Starting salary won’t be five 
figures. But after a year # 
copy-training our way, you 

rate five figures, here or else- 
where. Send detailed «oT 

Box 812, Adv 


200 E. Illinois Se Cheat 


in this medium, and felt, besides, | 


little promotion is put behind the|® Oneida prides itself on “leader- 
‘stainless line, although the com-| Ship B., no, acl oo re 
pany says it has achieved marked | munity ads wi eature outsize 

aioe with it in the hotel and| ‘closeups of different patterns, set | Which silver service is tradition-| 
restaurant field. The institutional| against high fashion dining back-| 
market makes an important con-/| grounds. This is somewhat similar | 


Mr. Sanderson says the stainless | Used by International Silver. 


the| national campaign is: 
lower-priced silverplate. He points| tional sets the loveliest tables in 
out however, that when families| America.” 
make their big dinnerware expen-| munity campaign is: 
diture, it generally goes for silver-|on your table says the right thing | 


Oneida has been a major maga- | 
zine advertiser for more than 50 its program heavily to dealers, 


dominance in a particular maga-| 


show. It) 
found, however, that a good deal | ~ 


| 


83 
ing on dealers will wear huge;pany fosters a family feeling 
buttons proclaiming: “Never un-|among its employes. There prob- 
|derestimate the power of a wom-/ably are few companies which 


ag /can match its low turnover record. 
With a view toward develop-|Mr. Sanderson has been with 
ment of new markets, Oneida also| Oneida for more than 30 years. 
‘will be introducing what it calls| Recently four directors were re- 
|“a completely new idea in silver-| tired. One had joined the company 
ware selling” in the gatefold in 1902, another in 1906, the third 
scheduled for the April LHJ. The in 1909 and the fourth—a late- 
company will offer an “economy-|comer—in 1911. 
pak” of Community for customers 
who do not want the chest in| Van Lines Promotes Hoffman 
Louis E. Hoffman has been ap- 
| pointed assistant advertising man- 
}ager of North American Van Lines, 
‘to the copy-art approach being|® Surveys showed that many|Fort Wayne, Ind. Before joining 
| customers had no need or desire| North American in December, Mr. 
The theme of this year’s Inter-|for the handsome, formal chest.) Hoffman was employed in the ad- 
“Interna- | Now they will be able to buy vertising department of Toast- 
Community in a_fabric-covered| Master Products division of Mc- 
Theme of the Com- | tray which fits into drawers. A|Graw Electric Co. 
“ |54-piece set will be offered for 
precy = ad $69.75. Customers will have the Goebel Names Ballew VP 
‘about you.” |option of buying the service in the) L. D. Ballew, formerly general 
Oneida will be merchandising | Chest for $89.75. sales manager of Carling Brewing 
Originally started by members| Co., Cleveland, has been named vp 
and it will get merchandising sup-|of the famous Oneida religious|in charge of sales and advertising 
port from the LHJ. Salesmen call- | community the silverware com-' of Goebel Brewing Co., Detroit. 


them in the women’s books, where 
it feels its sales messages will not) 
be wasted. 


The °’56 Com- 


lally sold. 


writes F. J. NATALY 


Account Representative 
Distributor Sales Promotion 
& Advertising, TUBE DEPT. 

General Electric Co. 


“New trends, techniques, and de- 
velopments in the ever-changing ad- 
vertising profession keep one pretty 
much on his toes staying abreast of 
the times,” says Mr. Nataly. “Every 
Monday evening when I’m in town 
and at home, I look forward to my 
national newspaper of marketing — 
ADVERTISING AGE. In two brief 
hours of reading time, I can quickly 
absorb all the latest news in advertis- 
ing and marketing. 


“The tube business is highly pro- 
motional and very competitive. To 
maintain leadership in this type of 
industry, new ideas for ads and sales 
promotion programs are constantly 
required. By keeping abreast of the 
latest in advertising and marketing as 


reported in AA, fresh advertising 
ideas and new sales promotion tech- 
niques are easy to develop.” 


Note especially that Mr. Nataly reads AA at 
home where he can concentrate on thinking 
up fresh advertising ideas. Looks like he has 
something. Why don’t you try it? Mail the 
coupon below—now—for a year’s subscrip- 
tion to Advertising Age. The cost is only $3— 
and you get FREE a copy of “Point of Sale 
Report by Leading National Advertisers,” a 
handbook of fresh ideas for sales promotions 
in the store. 


FREE VALUABLE HANDBOOK 


pence core enn ee = - = - -- - -- --- = --- - -- -- - -- -- ------ 

ADVERTISING AGE, Dept. 00, 200 East Illinois Street. Chicago 11, lilinois 
Please enter my l-year (52 issues) subscription to Advertising Age 
at the regular $3 rate and send me FREE a copy of POINT OF SALE 
REPORT BY LEADING ADVERTISERS. 
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Company oR 
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City 
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